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1. JUSTIFICACIÓN Y OPORTUNIDAD 
Desde mediados del siglo XX, se asiste a la expansión de la actividad turística, convirtiéndose 
en uno de los motores más importantes de desarrollo y crecimiento económico (UNWTO, 2019), 
representando, en 2019, el 10,3% del Producto Interior Bruto – PIB- mundial y el 10% del del empleo 
global (WTTC, 2020). Su carácter dinámico, transversal y relacional (Pulido-Fernández y Merinero-
Rodríguez, 2018) determina que dicha actividad no se limite únicamente a un aspecto económico, 
dado que también incide en el bienestar de la población residente (Chen y Chiou-Wei, 2009; Crouch 
y Ritchie 1999; Dwyer y Kim 2003) y en un incremento de su calidad de vida (Kreishan, 2011; 
Sharpley, 2014), a través de la mejora de infraestructuras, servicios y de la protección tanto 
sociocultural como medioambiental del destino turístico (Azam et al., 2018).  
A partir de la segunda mitad del siglo pasado se observa, en determinados países costeros del 
sur de Europa, un proceso de desarrollo turístico que atrae a un número de turistas sin precedentes 
(Davenport y Davenport, 2006). España no ha vivido al margen de esta realidad; en efecto, desde su 
incorporación a los mercados turísticos internacionales, en la década de los sesenta del siglo pasado, 
se ha consolidado como uno de los principales destinos turísticos mundiales (Vallejo, 2002), hasta 
convertirse en 2019 en el segundo país con mayor número de llegadas internacionales de turistas – 
84,5 millones-, tan solo por detrás de Francia – 90,2 millones- (UNWTO, 2020).  
La actividad turística se configura, por tanto, como un factor clave para la economía española 
(Aguiló y Sastre, 2011; Cuadrado y López, 2011), tanto en términos de generación de riqueza como 
de empleo. La contribución total del turismo al conjunto de la economía española, durante 2019, se 
situó en torno a los 183.080 millones de euros, equivalente al 14,3% del PIB nacional, y generó un 
total de 2.878.000 empleos, equivalente al 14,6% del empleo total (WTTC, 2020). 
En el caso de España, como en otro gran número de destinos turísticos a nivel mundial, la 
especialización turística se ha centrado mayoritariamente en un turismo de masas, principalmente de 
litoral, más conocido como turismo de sol y playa. Este modelo de desarrollo turístico ha ocasionado, 
no obstante, importantes impactos negativos en el territorio, dado que parte de los beneficios 
económicos generados por la actividad se han obtenido a costa del equilibrio medioambiental y 
sociocultural (Drius et al., 2019), provocando la degradación de los frágiles recursos ambientales, 
especialmente los costeros, hasta una situación alarmante (López-Sánchez y Pulido-Fernández, 
2014), que se traduce en una disminución de su atractivo y competitividad (Manning, 1999).  
Adicionalmente, desde hace décadas, el turismo a nivel internacional se encuentra en un 
proceso de transformación debido, fundamentalmente, a la globalización de la economía, los avances 
tecnológicos y los cambios experimentados tanto por el lado de la demanda como por el de la oferta 
(Cárdenas, 2012).  
Por el lado de la demanda, es indudable que el perfil del turista ha cambiado significativamente 
en los últimos años. Los destinos turísticos se enfrentan a un turista más complejo y experimentado 
que exige mayor personalización, calidad, autenticidad y experiencias memorables (Brandão et al., 
2019); pero también se asiste a una preocupación creciente por parte del turista en aquellos aspectos 
relativos al impacto ambiental, social y cultural que puede generar la actividad turística (Pulido-
Fernández y López-Sánchez, 2016). 
Por el lado de la oferta, la madurez del mercado turístico ha ralentizado las tasas de crecimiento 
y se ha incrementado la competencia en el sector (García y Siles, 2015), a través de la aparición de 
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nuevos destinos capaces de satisfacer motivaciones similares del turista (Agarwal y Shaw, 2007; 
Richards, 2006). A ello se suman nuevos problemas derivados de una afluencia 
desproporcionadamente alta en numerosos destinos – overtourism- (Oklevik et al., 2019), que afecta, 
entre otros, a países como España, Italia, Croacia o Países Bajos. Dichos países están sintiendo los 
efectos del turismo excesivo, que se traduce en aglomeración, degradación ambiental y cultural e 
insatisfacción, tanto del turista como de la población residente (Seraphin et al., 2018).  
En el caso de España, la madurez de algunos de sus importantes destinos turísticos requiere 
afrontar los retos derivados de los cambios en los hábitos de viaje y patrones de comportamiento que 
se vienen advirtiendo desde finales de la década de los noventa del siglo pasado (Perelli, 2011). En 
este sentido, la gestión eficiente de los destinos se considera un aspecto clave (Enright y Newton, 
2004), puesto que la competitividad de los mismos en los mercados turísticos internacionales 
dependerá, en gran medida, tanto de la disponibilidad de recursos como del grado en que éstos son 
gestionados y mejorados de un modo sostenible; tanto para cumplir con las expectativas del turista 
como del resto de agentes participantes – sector público, empresas y población residente- (Uysal et 
al., 2012). Este nuevo escenario exige un papel más dinámico por parte del sector público, que debe 
promover nuevas estrategias de crecimiento más sostenibles y basadas en un gradual 
reposicionamiento competitivo diferencial. 
Por tanto, resulta fundamental la mejora de la competitividad y de la sostenibilidad turística, 
puesto que la competitividad va asociada, entre otros factores, al concepto de sostenibilidad (Ritchie 
y Crouch, 2000), configurándose como uno de los principales objetivos a tener en cuenta por parte 
de los gestores de los destinos turísticos (Pulido-Fernández et al., 2015; Ritchie y Crouch, 2003). En 
consecuencia, se requiere rediseñar el modelo de masas que caracteriza a determinados destinos 
turísticos españoles, a través del equilibrio entre las dimensiones económica, ambiental y 
sociocultural (Mustapha et al., 2018), que garantice la existencia del destino a largo plazo (Brandão 
et al., 2019). 
En este sentido, un desarrollo sostenible en materia turística debería satisfacer a los distintos 
actores involucrados (Adongo et al., 2018), creando oportunidades económicas, beneficios 
socioculturales y asegurando la conservación medioambiental (Nickerson et al., 2016). De forma 
concreta, brindando una experiencia satisfactoria al turista, maximizando el beneficio para el sector 
privado, generando desarrollo para la comunidad local, asegurando la conservación ambiental 
(Pulido-Fernández et al., 2015) y la sostenibilidad institucional (Viljoen, 2007) de las generaciones 
presentes y futuras (Bramwell et al., 2017). 
En esta búsqueda de incrementar la competitividad y mejorar la sostenibilidad del destino 
turístico, ha desempeñado un papel clave el sector público (Kerr, 2003; Page y Connell, 2006), al 
recaer sobre este agente, en numerosas ocasiones, la obligación de dotar de mayores fondos públicos 
al destino turístico (Jovanovic et al., 2015), con el objetivo de proporcionar distintas infraestructuras 
y garantizar distintos servicios – ordenación del territorio, dotación de infraestructuras básicas y/o 
turísticas, promoción turística y mantenimiento de los recursos turísticos y culturales, entre otros-; 
tanto al turista, para que éste pueda disfrutar adecuadamente de su experiencia, como al propio 
destino, para que éste consiga ser más competitivo en los mercados turísticos internacionales (Hall, 
2000; Page, 2009; Ritchie y Crouch, 2003). Resulta evidente, por tanto, la implicación que tiene la 
administración pública en la gestión de la actividad turística, debido a su especial incidencia en el 
éxito del destino; intervención que debe llevarse a cabo mediante el diseño de una adecuada política 
pública, que conciba el destino como un producto turístico (Murphy et al., 2000).  
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En el caso español, las competencias en materia turística se estructuran en tres niveles distintos 
de gobierno, de acuerdo con la división administrativa del país: nivel central, nivel autonómico y 
nivel municipal, variando el alcance y atribuciones encomendadas a cada uno de ellos; si bien, dichas 
competencias recaen, principalmente, sobre el nivel autonómico y municipal (Pulido y Cárdenas, 
2012). 
Las administraciones públicas de los territorios, fundamentalmente regionales, en los que la 
actividad turística tiene un peso importante para la economía española, han puesto de manifiesto 
determinados problemas de financiación (Puig, 2007); debido a que los gastos derivados de la 
prestación de estos servicios públicos, directamente vinculados a la actividad turística, implican 
incurrir en una serie de costes adicionales, que no conllevan, en la mayoría de los casos, la generación 
de ingresos simultáneos con los que financiarlos (Secretaría General de Turismo, 2008).  
Esta situación ha provocado incidir en recurrentes déficit presupuestarios (Costa, 2004) que han 
limitado tanto la acometida de nuevas infraestructuras como la renovación de las existentes (Esteller 
et al., 2002), provocando reducciones en la calidad de la prestación de los servicios públicos y pérdida 
de bienestar de la población residente. Si bien, el “Acuerdo 6/2009, de 15 de julio, para la reforma 
del sistema de financiación de las comunidades autónomas de régimen común y ciudades con estatuto 
de autonomía” introduce mejoras significativas en el modelo de financiación autonómica, de acuerdo 
con De la Fuente (2012:102) “el balance global de la reforma no sea en absoluto positivo (…) se ha 
desaprovechado una excelente oportunidad para dejar bien encauzado un problema que llevamos 
arrastrando desde la puesta en marcha del estado autonómico”. 
El problema de la financiación de los destinos turísticos y la búsqueda de nuevos ingresos ya 
se venía planteando a nivel mundial desde 1980 (Mak, 2006), dado que ya se ponía de manifiesto un 
importante debate acerca del aumento imparable del gasto público en la actividad turística, 
exigiéndose a los gobiernos que, para el mantenimiento de todas las acciones, se analizaran nuevas 
fuentes de financiación complementarias. Se establecía, por tanto, la posibilidad de plantear fórmulas 
de cooperación que permitan revertir, al menos en parte, los beneficios que genera la industria 
turística (Velasco, 2009). 
Es evidente que el sistema de financiación de cualquier nivel de gobierno debería diseñarse 
teniendo en cuenta las competencias en materia de turismo atribuidas al mismo. Ello requiere avanzar 
en la búsqueda de nuevas fórmulas de financiación que recaigan, desde una percepción de equidad, 
en los agentes intervinientes en el mercado turístico y que permitan sufragar tanto el gasto público 
asumido por los poderes públicos (Clarke y Ng, 1993; Gago y Labandeíra, 2001; Pulido y Cárdenas, 
2012) como el establecimiento de políticas relacionadas con la sostenibilidad y competitividad del 
destino turístico (Clarke y Ng, 1993); puesto que una financiación inadecuada es uno de los mayores 
obstáculos para el desarrollo del destino (Wilson et al., 2001).  
Esta situación requiere una visión compartida entre los distintos agentes participantes 
(Faulkner, 2002) y la combinación de esfuerzos público-privados, basados en el consenso y en la 
participación (Klijn y Skelcher, 2007), puesto que cada uno de los agentes puede obtener sus propios 
beneficios de la actividad turística; ya sea a través de la mejora en la calidad del servicio, mejores 
resultados empresariales o mayores y mejores alternativas de empleo. Por tanto, de acuerdo con 
Balmford y Whitten (2003), los costes deben ser soportados en proporción a los beneficios recibidos. 
Para el caso de la actividad turística, existe además el problema de la financiación de los bienes 
públicos, puesto que, de acuerdo con Martínez-García (2010:7), “los bienes públicos plantean la 
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cuestión de cómo financiar su provisión, ya que la financiación privada voluntaria es inexistente o 
reducida para los niveles óptimos de provisión, dada la posibilidad de consumir simultáneamente 
cuando otro individuo consume, y sin necesidad de pagar por ello. La alternativa que ofrecen los 
impuestos es clara, ya que obligan a la participación en su financiación, permitiendo de esta manera 
disponer de recursos para financiar bienes para los que existe demanda, y, por tanto, tienen un valor 
social positivo”.  
En este sentido, la Organización Mundial del Turismo – UNWTO- (1998:16) define la 
fiscalidad turística como “aquellos tributos que se aplican específicamente a la industria del turismo 
o, alternativamente si no se aplican específicamente al sector turístico, aquéllos que se aplican a 
finalidades distintas relacionadas con esa industria”. Mientras que la OECD (2014:73) considera la 
fiscalidad turística como uno de los principales elementos a través de los cuales “contribuir a la 
obtención de ingresos fiscales generales, financiar la protección del medio ambiente y la inversión 
pública y el desarrollo de infraestructuras para mejorar la gestión del impacto turístico en áreas 
sensibles”. 
La fiscalidad turística se ha configurado, no obstante, en numerosas ocasiones, como un 
instrumento a través del cual hacer frente a los problemas derivados del desarrollo turístico 
(Gooroochurn y Sinclair, 2003); siendo una actividad gravada desde sus inicios para aumentar los 
ingresos, compensar los costes derivados de la provisión de bienes y servicios de carácter público y 
corregir los fallos de mercado o las externalidades negativas provocadas por la actividad turística 
(Gago et al., 2009; Gooroochurn y Sinclair, 2005). Adicionalmente, puede ser utilizada para obtener 
otros fines, tales como la creación de empleo, fomento del desarrollo económico, protección del 
medio ambiente, promoción del destino, etc. (OECD, 2014); siempre y cuando lo recaudado sea 
destinado directamente a la actividad (Litvin et al. 2006), persiguiendo un carácter finalista cuyo 
objetivo sea mejorar el producto (Cetin et al., 2017) y, por ende, la experiencia turística. 
En este contexto, la fiscalidad turística actúa como mecanismo corrector y sustituto de un precio 
de bienes y servicios públicos consumidos tanto por turistas (Gago et al., 2009; Pastor, 2016) como 
por empresas (OECD, 2014), que tenga por objeto restablecer la eficiencia económica (Clarke y Ng, 
1993; Figuerinha, 2011) y la sostenibilidad institucional.  
Sin embargo, la mayoría de las experiencias vienen a demostrar que el establecimiento de 
figuras tributarias y/o precios públicos que gravan la actividad turística se han diseñado como un 
simple instrumento con el que generar ingresos (Gooroochurn y Sinclair, 2005; Oom do Valle et al., 
2012) y compensar costes y externalidades negativas (Schubert, 2010), más que una herramienta con 
la que financiar políticas que permitan incrementar la competitividad y sostenibilidad del destino 
(Jovanovic et al., 2015). No habiéndose realizado, generalmente, una adecuada valoración de los 
efectos económicos y sus repercusiones, llegando a perjudicar la competitividad del propio destino 
turístico (Gooroochurn y Sinclair, 2005). Esto se debe a que la variable precio se configura como uno 
de los principales factores a la hora de elegir un destino – dado que existen destinos alternativos 
capaces de satisfacer las mismas motivaciones del turista- (Dellaert y Lindbergh, 2003; Gago et al., 
2009).  
En el caso español, al igual que ha ocurrido en un gran número de destinos turísticos, se ha 
optado por la implantación de figuras tributarias directamente vinculadas a la actividad turística. En 
concreto, se encuentran vigentes dos tributos en la Comunidad Autónoma de Cataluña – Ley 5/2012 
de 20 de marzo de Medidas fiscales, financieras y administrativas y de creación del Impuesto sobre 
las Estancias en Establecimientos Turísticos- e Islas Baleares – Ley 2/2016 de 30 de marzo del 
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Impuesto sobre estancias turísticas en las Illes Balears y de medidas de impulso del turismo 
sostenible-. En ambos casos, se establecen figuras tributarias cuyo sujeto pasivo es el turista, no 
contemplando a otros agentes participantes en la actividad; asimismo, en ambas leyes se grava el 
alojamiento turístico, no considerando, por tanto, ni el resto de actividades realizadas por el turista ni 
el establecimiento de otras figuras diferentes que pudieran generar un menor rechazo en éstos. 
Por tanto, el estudio de la fiscalidad específica de la actividad turística es una tarea compleja 
que requiere una mayor investigación teórica y empírica que la realizada hasta el momento 
(Figuerinha, 2011; Gago et al., 2009), que permita diseñar un sistema justo, equitativo y aceptable 
para los diferentes agentes del sector turístico (Gooroochurn y Sinclair, 2005); que, además, permita 
obtener los recursos necesarios con los que poder afrontar políticas turísticas cuyo objetivo sea el 
incremento de la competitividad y la sostenibilidad del destino turístico. Adicionalmente, desde una 
perspectiva tanto de gestión como de investigación, es importante comprender las actitudes tanto de 
la demanda como de la oferta turística en su contribución, a través de determinadas figuras tributarias 
y/o precios públicos, a la mejora de la competitividad y la experiencia turística, con el objetivo de 
contribuir a un nuevo modelo turístico cuyo valor central sea la sostenibilidad. 
En el análisis de la actividad turística, se ha utilizado frecuentemente la disposición a pagar – 
DAP- del turista como una medida para estimar el valor de bienes de no mercado bajo los supuestos 
de elección racional y maximización de la utilidad (Reynisdottir et al., 2008), tanto para compensar 
externalidades negativas generadas por dicha actividad como para obtener ciertos beneficios 
marginales (Seetaram et al., 2018). Sin embargo, tan solo un reducido número de trabajos recogen la 
DAP en relación a figuras tributarias y/o precios públicos que permitan mejorar la sostenibilidad y 
competitividad del destino. 
Una de las principales novedades de la presente tesis doctoral reside en identificar qué variables 
sociodemográficas y características de viaje influyen tanto en la DAP del turista, como en su cuantía, 
ante el establecimiento, de forma concreta, de quince figuras tributarias y/o precios públicos que 
graven la actividad turística y que permitan financiar políticas con las que dotar de mayor 
sostenibilidad al destino y que mejoren, a su vez, la experiencia del turista. Esta quincena de 
instrumentos fiscales aborda la gran mayoría de contextos por los que los turistas muestran su DAP 
y que son abordados por la literatura científica de un modo individual. 
Otra novedad a destacar, en esta investigación, estaría relacionada con el análisis de la DAP de 
la oferta turística, dado que la revisión de literatura previa revela la ausencia de estudios que hayan 
investigado de forma empírica qué variables empresariales influyen en la DAP ante el establecimiento 
de figuras tributarias que permitan financiar políticas con las que dotar de mayor sostenibilidad y 
competitividad al destino. 
Los resultados aportados por la presente tesis doctoral permitirán tener un primer diagnóstico 
de la DAP, tanto del turista como de empresas turísticas, ante el establecimiento de instrumentos 
fiscales que graven la actividad. Esta visión resulta fundamental, dado que el establecimiento de 
figuras tributarias y/o precios públicos ligados a la actividad turística es un fenómeno que irá en 
aumento durante los próximos años, a medida que más destinos turísticos adopten esta práctica como 
vía para obtener los ingresos necesarios con los que financiar el establecimiento de políticas que 
mejoren tanto la competitividad como la sostenibilidad del destino. Quedaría pendiente resolver qué 
fórmulas de financiación son más adecuadas y/o generen un menor rechazo entre los agentes 
participantes en el sector, quién o quiénes deben pagarlo y en qué cuantías. 
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Esta investigación se ha realizado en Andalucía, por ser un destino turístico consolidado – 
durante 2019 recibió un total de 32.476.854 turistas, de los cuales 12.633.644 fueron de origen 
extranjero (IECA, 2020)- y un claro ejemplo de especialización en turismo de sol y playa – sin 
menoscabo de la importancia que ostenta el turismo cultural, rural, salud, etc.-. 
Finalmente, durante la realización de esta tesis doctoral, los resultados obtenidos se han 
presentado y discutido en los siguientes foros de debate académicos y científicos: 
i. Durán-Román, J.L., Cárdenas-García, P.J. y Pulido-Fernández, J.I. (2017): 
“Tributación de actividades turísticas: Revisión de los 50 principales destinos 
turísticos a nivel mundial”. Comunicación oral. XIX Reunión de Economía Mundial. 
La Rábida (España), 10-12 de mayo de 2017. 
ii. Durán-Román, J.L., Cárdenas-García, P.J. y Pulido-Fernández, J.I. (2018): “Approach 
to tourist taxation of the top tourism destinations”. Comunicación oral. V Encuentro 
Internacional de Especialización para la Investigación en Economía y Empresa. 
Granada (España), 29-30 de noviembre de 2018. 
iii. Durán-Román, J.L., Pulido-Fernández, J.I. y Cárdenas-García, P.J. (2019): “Taxation 
as a Factor of Tourism Competitiveness: Delimitation of Applicable Tax Figures in 
Spanish Tourist Destinations”. Comunicación oral. International Conference on 
Tourism (ICOT 2019), Braga (Portugal), 26-29 de junio de 2019. 
Asimismo, los resultados de estos avances en el desarrollo de la presente tesis doctoral han sido 
aceptados para su próxima publicación en las siguientes revistas científicas de carácter internacional: 
i. Durán-Román, J.L., Cárdenas-García, P.J. y Pulido-Fernández, J.I. (2020): “Taxation 
of tourism activities: A review of the top 50 tourism destinations”, Revista de 
Economía Mundial-Journal of World Economy, 55. 
ii. Durán-Román, J.L., Pulido-Fernández, J.I. y Cárdenas-García, P.J. (2020): 
“Delimitación de ingresos públicos en los destinos turísticos españoles”, 
Investigaciones Regionales-Journal of Regional Research, 47(2). 
2. HIPÓTESIS Y OBJETIVOS 
Expuestas las razones que argumentan la elección del tema objeto de estudio, a continuación, 
se recogen las hipótesis que justifican el planteamiento del presente trabajo de investigación, así como 
el objetivo general del estudio y, finalmente, los objetivos específicos que se derivan de cada una de 
estas hipótesis. 
2.1.   Hipótesis 
Las hipótesis planteadas en esta investigación y reflejadas en los artículos que componen esta 
tesis doctoral, justificándose la unidad temática, se enumeran a continuación: 
I. Existe un problema de financiación pública en aquellos territorios españoles en los que 
el turismo tiene un peso importante; ante lo cual, el diseño de instrumentos fiscales 
específicos que graven dicha actividad puede contribuir a obtener la financiación 
necesaria para abordar distintas políticas públicas que permitan actuar sobre el destino 
turístico. 
II. Existen determinadas variables sociodemográficas y de características de viaje del 
turista que visita Andalucía que permiten identificar su disposición y cuantía a pagar, 
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tanto para mejorar su experiencia en el destino como para dotarlo de mayor 
sostenibilidad, siendo esta demanda poco sensible al incremento moderado de precios 
derivado del establecimiento de tributos y/o precios públicos. 
III. Existen determinadas figuras tributarias y/o precios públicos sobre las que se muestra 
una mayor DAP por parte del turista que visita Andalucía. 
IV. Es posible identificar los factores – sociodemográficos y características de viaje- que 
condicionan la DAP de los turistas que visitan este destino turístico ante el 
establecimiento de determinadas figuras tributarias y/o precios públicos. 
V. Es posible identificar los factores que condicionan la DAP, así como su cuantía, de las 
empresas turísticas andaluzas, con el fin de mejorar la competitividad del destino y 
dotarlo de mayor sostenibilidad. 
VI. Existen determinadas figuras tributarias que generan menos rechazo por parte de las 
empresas turísticas andaluzas que otras figuras impositivas ya existentes. 
2.2.   Objetivo general 
El objetivo general de esta tesis doctoral, además de contrastar las hipótesis anteriormente 
planteadas, consiste en conocer si tanto la demanda – turistas- como la oferta – empresas turísticas-, 
están dispuestos a pagar – especialmente en destinos maduros, como es el caso de Andalucía- ante el 
establecimiento de figuras tributarias y/o pecios públicos vinculados a la actividad turística.  
Para ello, se plantea identificar qué variables sociodemográficas y características de viaje, en la 
demanda, y qué variables o factores empresariales, en la oferta, influyen tanto en la disposición como 
en la cuantía a pagar ante el establecimiento de instrumentos fiscales ligados a la actividad turística 
que permitan dotar de recursos a los gestores públicos para financiar políticas con las que contribuir 
a una mayor competitividad y sostenibilidad del destino y que mejoren, a la vez, la experiencia del 
turista.  
La consecución de este objetivo permitirá conocer, a los responsables de elaborar políticas en 
destinos turísticos maduros, si cuentan con las condiciones de partida idóneas – DAP de turistas y 
empresas turísticas- que permitan emprender los cambios necesarios para lograr la transición a un 
modelo de desarrollo turístico más sostenible y competitivo. 
2.3.   Objetivos específicos 
El propósito final de esta investigación se puede completar con los siguientes objetivos 
específicos: 
I. Generar un marco adecuado de conocimiento acerca del estado de la cuestión de la 
fiscalidad turística, tanto a nivel nacional como internacional. 
II. Determinar, mediante un análisis estadístico aplicado a un panel de expertos, la 
vinculación que existe entre sector público y la competitividad del destino, 
determinando si existe un problema de financiación para la administración pública 
como consecuencia del nivel de competencias atribuidas en materia turística.  
III. Delimitar diferentes figuras, tanto impositivas como no impositivas, a través del 
consenso mostrado por el panel de expertos, vinculadas a la actividad turística, que 
son susceptibles de implantación en los destinos españoles, identificando para cada 
una de ellas el nivel de administración en el que se debería implementar y el agente 
que debe contribuir al pago de la misma. 
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IV. Identificar y comparar, a través de técnicas estadísticas – regresión logística y árboles 
de decisión-, qué variables sociodemográficas y características de viaje influyen tanto 
en la disposición como en la cuantía a pagar por parte de la demanda turística. 
V. Determinar, a través del cálculo de la elasticidad, el impacto que tendría en la demanda 
turística un incremento de precios derivado del establecimiento de tributos y precios 
públicos ligados a la actividad turística. 
VI. Identificar, a través de un análisis de correspondencias múltiples, aquellos tributos y/o 
precios públicos, que gravan la actividad turística, con fuerte asociación interna; es 
decir, sobre los que existe una mayor DAP de forma conjunta por parte de la demanda 
turística. 
VII. Identificar, mediante un análisis de regresión a través de árboles de decisión de 
inferencia condicionada, qué variables sociodemográficas y características de viaje 
influyen en la DAP por parte de la demanda turística ante el establecimiento de dichos 
instrumentos fiscales. 
VIII. Identificar, a través de técnicas estadísticas – regresión logística y árboles de decisión-
, qué variables empresariales influyen tanto en la disposición como en la cuantía a 
pagar por parte de la oferta turística. 
IX. Determinar, a través de un análisis factorial exploratorio, la posible existencia de 
tributos, que gravan la actividad turística, con fuerte asociación interna; es decir, sobre 
los que existe una mayor DAP de forma conjunta por parte de las empresas turísticas. 
3. PLANTEAMIENTO METODOLÓGICO GENERAL 
El planteamiento de un trabajo de investigación se traduce, en última instancia, en la exposición 
de un plan de recogida y análisis de la evidencia, que debe hacer posible responder a cualquier 
cuestión que se haya planteado durante el trabajo. Por tanto, el presente apartado se centra en la 
descripción de la metodología seguida para el desarrollo de la investigación, la cual abarca la tanto la 
revisión teórica como el estudio empírico (Gráfico 1): 
3.1.   Revisión teórica 
La investigación comienza con una revisión de literatura, en la que se pretende: 
i. Identificar cómo han abordado los gestores públicos de los principales destinos 
turísticos a nivel mundial los problemas derivados de la actividad turística a través del 
establecimiento de instrumentos fiscales sobre dicha actividad. 
ii. Abordar el papel desempeñado por los poderes públicos en la gestión turística, a través 
del establecimiento de políticas con las que dotar de mayor competitividad al destino 
y, por tanto, atraer un mayor número de turistas al mismo. 
iii. Conocer si, en las distintas administraciones públicas en las que el turismo tiene un 
peso importante, se manifiestan determinados problemas de financiación en el marco 
de las competencias atribuidas en materia turística.  
iv. Conceptualizar las dimensiones de la sostenibilidad turística y su aplicación en la 
gestión de los destinos turísticos.  
v. Analizar el compromiso ejercido por turistas y empresas turísticas en el desarrollo 
sostenible del destino a través de la identificación de factores que determinan su DAP. 
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vi. Determinar si el establecimiento de instrumentos fiscales ligados a la actividad 
turística conlleva una pérdida de bienestar, derivada de un incremento de precios y la 
consiguiente caída de la demanda turística en el destino. 
3.2.   Estudio empírico 
i. Diseño de encuestas estructuradas dirigidas a: 
a. Expertos. Realización y aplicación de encuesta estructurada, dividida en 
cuatro bloques: i) caracterización de expertos, ii) competitividad turística e 
inversión pública, iii) competitividad y financiación del destino turístico y iv) 
tendencias de financiación del gasto público en materia turística. La encuesta 
fue enviada a quince expertos nacionales en las siguientes temáticas: 
fiscalidad turística, derecho financiero y tributario y hacienda pública; 
aplicándose de forma online a través del software e-encuesta, durante los 
meses de junio a octubre de 2018 – Anexo 1-.  
b. Demanda turística. Realización y aplicación de encuesta estructurada, 
dividida en dos bloques: i) caracterización de la demanda turística en base a 
distintos factores sociodemográficos y características de viaje y ii) turismo y 
fiscalidad turística. La encuesta fue aplicada estableciendo un único criterio 
de selección de turistas, haber pasado, al menos, una noche en alguno de los 
destinos andaluces. El lugar de realización de las entrevistas se determinó 
atendiendo al criterio de punto de salida de turistas de Andalucía – 
aeropuertos andaluces y estaciones de tren andaluzas de alta velocidad-, 
durante los meses de julio a septiembre de 2019. Debido a la imposibilidad 
de acceder al universo poblacional de turistas que visitan Andalucía, se ha 
procedido a realizar un muestreo probabilístico, fijándose el tamaño muestral 
total en 1.068 encuestas (error muestral: 3.1%; nivel de confianza 95%; p = 
q = 0.50) – Anexo 3-. 
c. Oferta turística. Realización y aplicación de encuesta estructurada, dividida 
en cuatro bloques: i) caracterización de la oferta turística en base a distintas 
características empresariales, ii) turismo, competitividad e inversión, iii) 
sector privado y fiscalidad turística y iv) imagen global del turismo. La 
encuesta fue aplicada estableciendo un único criterio de selección, empresa 
turística inscrita en el Registro de Turismo de Andalucía – por ser esta la 
única base de datos oficial de empresas turísticas andaluzas-, siendo realizada 
de forma telefónica durante los meses de junio a septiembre de 2019. Debido 
a la imposibilidad de acceder al universo poblacional de empresas turísticas 
radicadas en Andalucía, se ha procedido a realizar un muestreo aleatorio 
simple sobre dicho Registro, fijándose el tamaño muestral total en 916 
encuestas (error muestral: 3.1%; nivel de confianza 95%; p = q = 0.50) – 
Anexo 4-. 
ii. Análisis del grado de consenso mostrado entre expertos, a través del método de 
agregados individuales, respecto a i) la vinculación que existe entre sector público y 
la competitividad del destino, determinando si existe un problema de financiación para 
la administración pública como consecuencia del nivel de competencias atribuidas en 
materia turística y ii) la delimitación tanto de figuras, tributarias y no tributarias, como 
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el nivel de administración en el que se debería implementar y el agente que debe hacer 
frente al pago de la misma. Para establecer el grado de consenso, se han establecido 
dos técnicas estadísticas distintas. Para las variables continuas, los resultados han sido 
estandarizados, calculándose como la diferencia del resultado de cada sujeto con 
respecto al consenso de puntación y dividido por la desviación de los resultados de los 
sujetos. En el caso de las variables categóricas, se presentan los porcentajes de sujetos 
para cada una de las figuras propuestas. 
iii. Análisis tanto de los factores condicionantes de la disposición y cuantía a pagar como 
de la sensibilidad de la demanda turística ante el establecimiento de instrumentos 
fiscales ligados a la actividad turística. Para el análisis de factores se utilizaron dos 
técnicas de regresión distintas. Un modelo multivariante logístico binario que expresa 
la probabilidad de que el turista esté dispuesto a pagar en función de variables 
sociodemográficas y de características de viaje que hacen de variables independientes 
y análisis econométrico de regresión, a través de árboles de decisión de inferencia 
condicionada; el objetivo es solventar los problemas de sobreajuste con colinealidad 
del modelo anterior y confirmar la relación entre la DAP – variable exógena- y ciertas 
variables sociodemográficas y de características de viaje, – endógenas-. 
Posteriormente, a través de un análisis de correspondencias múltiples, se detectó la 
existencia de grupos de figuras tributarias y/o precios públicos con una fuerte 
asociación interna; es decir, que los turistas están dispuestos a pagar conjuntamente. 
A continuación, a partir de los árboles de decisión, la investigación se ha centrado en 
identificar, sobre la agrupación natural de figuras tributarias identificadas en el análisis 
de correspondencias múltiples, qué variables de la demanda turística determinan su 
DAP.  Finalmente, respecto a la sensibilidad de la demanda turística – elasticidad-, se 
ha medido la variación porcentual de la demanda respecto a una variación porcentual 
en el precio del producto demandado.  
iv. Análisis de los factores condicionantes de la disposición y cuantía a pagar de la oferta 
turística ante el establecimiento de instrumentos fiscales ligados a la actividad 
turística. Para el análisis de factores se utilizaron dos técnicas de regresión distintas. 
Un modelo multivariante logístico que expresa la probabilidad de que las empresas 
turísticas estén dispuestas a pagar en función de variables empresariales que hacen de 
variables independientes. Posteriormente se realizó un análisis factorial exploratorio 
tratando de identificar variables subyacentes que expliquen la configuración de las 
correlaciones dentro de un conjunto previo de variables observadas. De forma 
concreta, se analizó si existen determinados tributos sobre los que las empresas 
muestran una mayor DAP de forma conjunta. Finalmente, a partir de los árboles de 
decisión, la investigación se ha centrado en identificar, sobre la agrupación natural de 
figuras tributarias identificadas en el análisis factorial exploratorio, qué variables 
empresariales de la oferta turística determinan tanto la disposición como la cuantía – 
porcentaje sobre su facturación- a pagar de las empresas. El tratamiento estadístico 
relacionado con el análisis, tanto de los factores condicionantes de la disposición y 
cuantía a pagar como del análisis factorial exploratorio, de demanda y oferta turística, 
se ha realizado a través del software estadístico R. 
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Gráfico 1.  
Planteamiento metodológico general 
 
Fuente: Elaboración propia. 
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4. ESTRUCTURA DE LA INVESTIGACIÓN 
El presente trabajo de investigación ha sido estructurado en siete capítulos. El capítulo de 
introducción muestra el planteamiento general del mismo: importancia del tema a investigar, hipótesis 
de trabajo, objetivo general, objetivos específicos y el planteamiento metodológico general que guía 
la investigación.  
Asimismo, se justifica la unidad temática de la misma, ya que esta tesis doctoral no responde a 
una estructura clásica, dado que los capítulos dos, tres, cuatro, cinco y seis versan en torno a distintos 
trabajos de investigación; todos ellos siguiendo una línea argumental común y justificada y, por 
supuesto, cumpliendo con los requisitos exigidos a una tesis en la Universidad de Jaén, a la cual el 
doctorando está adscrito. 
Tras el primer capítulo introductorio, cada uno de los cinco capítulos siguientes conforman el 
estudio empírico de esta tesis doctoral, incluyéndose los artículos científicos publicados o presentados 
a evaluación. De este modo, los capítulos dos, tres, cuatro, cinco y seis son una copia de los artículos 
publicados o pendientes de publicar en revistas de reconocido prestigio internacional en el ámbito de 
la investigación turística. Cabe destacar que, debido a que algunas de las revistas internacionales 
seleccionadas exigen su publicación en inglés, éste será el idioma de cuatro de los artículos 
presentados en la presente tesis doctoral. 
El segundo capítulo, titulado “Taxation of tourism activities: A review of the top 50 tourism 
destinations”, corresponde al primer artículo que ha sido publicado en la Revista de Economía 
Mundial – evaluada a través de índices de impacto como Journal Citation Report y Scopus, e indexada 
en repositorios como Latindex y Redalyc, entre otros-. El objetivo del trabajo es doble: en primer 
lugar, conceptualizar la fiscalidad turística, y, en segundo lugar, realizar una revisión de las figuras 
impositivas y no impositivas implantadas en los cincuenta principales destinos turísticos a nivel 
mundial. Los resultados muestran que la fiscalidad turística actúa como instrumento a través del cual 
hacer frente a los problemas derivados de la actividad turística – aumentar los ingresos, compensar 
los costes derivados de la provisión de bienes y servicios de carácter público y corregir las 
externalidades negativas provocadas por la actividad turística-; e incluso puede ser utilizada para 
conseguir otros fines, tales como la creación de empleo, fomento del desarrollo económico, 
protección del medio ambiente, promoción del destino, etc. Adicionalmente, se constata que es una 
práctica ampliamente extendida, puesto que se identificaron instrumentos fiscales de carácter turístico 
en cuarenta y nueve de los cincuenta principales destinos turísticos mundiales. 
El tercer capítulo, titulado “Delimitación de ingresos públicos aplicables en los destinos 
turísticos españoles”, corresponde al segundo artículo que ha sido publicado Journal of Regional 
Research – evaluada a través de índices de impacto como Scopus e indexada en repositorios como 
ESCI, Latindex o Redalyc, entre otros-. El objetivo del trabajo es doble: en primer lugar, se determina, 
mediante un  análisis estadístico aplicado a un panel de expertos, la vinculación que existe entre sector 
público y la competitividad del destino, determinando si existe un problema de financiación para la 
administración pública como consecuencia del nivel de competencias atribuidas en materia turística 
y; en segundo lugar, se delimitan diferentes figuras tanto impositivas como no impositivas, a través 
del consenso mostrado por el panel de expertos, vinculadas a la actividad turística, que son 
susceptibles de implantación en los destinos españoles, identificando para cada una de ellas el nivel 
de administración en el que se debería implementar y el agente que debe contribuir al pago de la 
misma. Los resultados del estudio muestran que la provisión pública de bienes y servicios, conlleva 
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a un problema de financiación en los diferentes niveles de la administración española, principalmente 
a nivel autonómico y local. Adicionalmente, el grupo de expertos realizó una aproximación sobre 
determinadas figuras que supongan una nueva guía de ingresos, que deben ir destinados a financiar 
tanto inversiones como servicios públicos, necesarias para mejorar la competitividad turística y la 
sostenibilidad del propio destino turístico. El grupo de expertos delimitó veinticuatro figuras 
susceptibles de implantación en los distintos niveles de administración españoles. Destacan la 
categoría Medio ambiente – diez figuras- y Otras – nueve figuras-. La mayoría de las figuras 
susceptibles de implantación han sido delimitadas a nivel autonómico – doce figuras- y local – diez 
figuras-. Finalmente, referente al agente de hacer frente al pago de la misma, la opinión de los expertos 
ha establecido que éstas recaigan principalmente en turistas – diecisiete figuras- y sector privado – 
nueve figuras-. 
El cuarto capítulo, titulado “Tourists' willingness to pay to improve sustainability and 
experience at destination”, corresponde al tercer artículo, el cuál ha sido enviado recientemente a la 
revista Journal of Destination Marketing & Management – evaluada a través de índices de impacto 
tales como Journal Citation Report y Scopus-. El objetivo del trabajo consiste en conocer cuál es la 
DAP que tiene el turista ante el establecimiento de tributos y/o precios públicos que permitan 
financiar políticas con las que dotar de mayor sostenibilidad al destino y que mejoren, a la vez, la 
experiencia del turista. Para alcanzar este objetivo, en primer lugar, se identifican y comparan, a través 
de técnicas estadísticas – regresión logística y árboles de decisión-, qué variables sociodemográficas 
y de características de viaje influyen en la DAP de dicha demanda turística y; en segundo lugar, se 
determina, a través del cálculo de la elasticidad, el impacto que tendría en la demanda turística un 
incremento de precios derivado del establecimiento de tributos y/o precios públicos ligados a la 
actividad turística. Los resultados obtenidos en el presente estudio muestran que el 24,72% de los 
entrevistados mostró su rechazo al pago de cualquier que pueda gravar la actividad turística. 
Adicionalmente, los resultados confirman que existen determinadas variables sociodemográficas y 
de características de viaje del turista que visita Andalucía – ingresos, presupuesto diario, sexo, nivel 
de estudios, residencia, acompañantes, alojamiento y propósito del viaje- que permiten identificar su 
disposición y cuantía a pagar, tanto para mejorar su experiencia en el destino como para dotarlo de 
mayor sostenibilidad. Adicionalmente, respecto a la sensibilidad de la demanda, una subida de hasta 
aproximadamente un 5% sobre el presupuesto diario por turista, implica elasticidades menores que 1 
en valor absoluto, indicando una demanda relativamente inelástica. Por tanto, teóricamente una 
subida muy moderada sobre el presupuesto, hasta dicho porcentaje, no tendría consecuencias 
significativas en la llegada de turistas. 
El quinto capítulo, titulado “Tourist tax to improve sustainability and the experience at the 
destination. Determining factors related to the tourist’s willingness to pay”, corresponde al cuarto 
artículo, el cuál ha sido enviado recientemente a la revista International Journal of Tourism Research 
– evaluada a través de índices de impacto tales como Journal Citation Report y Scopus-. El objetivo 
del trabajo consiste en conocer cuál es la DAP que tiene el turista ante el establecimiento de tributos 
y/o precios públicos que permitan financiar políticas con las que dotar de mayor sostenibilidad al 
destino y que mejoren, a la vez, la experiencia del turista. Para alcanzar este objetivo, en primer lugar, 
se identifican aquellos tributos y/o precios públicos, que gravan la actividad turística, sobre los que 
existe una mayor DAP por parte de la demanda turística. En segundo lugar, se detecta, a través de un 
análisis de correspondencias múltiples, la existencia de grupos de figuras tributarias y/o precios 
públicos con una fuerte asociación interna; es decir, que los turistas están dispuestos a pagar 
conjuntamente. En tercer lugar, se identifican, mediante un análisis de regresión a través de árboles 
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de decisión de inferencia condicionada, sobre la agrupación natural de figuras tributarias identificadas 
en el análisis de correspondencias múltiples, qué variables sociodemográficas y características de 
viaje influyen en la DAP por parte de la demanda turística ante el establecimiento de dichos 
instrumentos fiscales. Los resultados obtenidos en el presente estudio muestran que una amplia 
mayoría de los turistas que visitan un destino maduro, en concreto, de sol y playa, estarían dispuestos 
a pagar una cantidad adicional tanto para mejorar su experiencia turística como para contribuir a dotar 
de mayor sostenibilidad al destino turístico. En este sentido, se han identificado una serie de figuras 
tributarias y/o precios públicos sobre las que el turista muestra una mayor DAP por parte de la 
demanda turística, que están asociadas tanto al pago por disfrutar de recursos turísticos como a 
estancias turísticas. Adicionalmente, se detectan dimensiones o agrupaciones naturales de figuras con 
fuerte asociación interna; es decir, que los turistas están dispuestos a pagar conjuntamente, 
fundamentalmente, vinculados a la fiscalidad relacionada con factores medioambientales – precio 
público por entrada a parques naturales/nacionales o tasa de conservación medioambiental en 
municipios cuya actividad principal es el ecoturismo- o vinculada a la fiscalidad de determinados 
servicios turísticos – impuesto de estancias turísticas, impuestos sobre atracciones turísticas o la 
entrada a teatros y espectáculos-. Finalmente, se ha analizado cómo la DAP sobre determinadas 
figuras puede ser explicada a partir de distintos factores – variables sociodemográficas del turista y 
las características de viaje-. En este sentido, la práctica totalidad de factores, tanto sociodemográficos 
como de características de viaje, son comunes a la explicación de la DAP de las distintas dimensiones, 
fundamentalmente: propósito del viaje, ingresos, presupuesto y lugar de origen.  
El sexto capítulo, titulado “Are tourism businesses willing to pay to make their destination more 
competitive and sustainable?”, corresponde al quinto artículo, el cuál ha sido enviado recientemente 
a la revista Journal of Hospitality & Tourism Research – evaluada a través de índices de impacto tales 
como Journal Citation Report y Scopus-. El objetivo del trabajo consiste en conocer cuál es la DAP 
que tienen las empresas turísticas en Andalucía en relación con el establecimiento de tributos que 
permitan financiar políticas con las que dotar de mayor competitividad y sostenibilidad al destino. 
Para alcanzar este objetivo, en primer lugar, se identifican, a través de técnicas estadísticas – regresión 
logística y árboles de decisión-, qué variables influyen en la DAP de dicha oferta turística y; en 
segundo lugar, se determinan, a través de un análisis factorial exploratorio, la posible existencia de 
tributos, que gravan la actividad turística, sobre los que existe una mayor DAP de forma conjunta por 
parte de las empresas turísticas. Los resultados obtenidos en el presente estudio muestran que tan solo 
una de cada diez empresas mostró su rechazo al pago de cualquier figura tributaria que pueda gravar 
la actividad turística. Por otro lado, en la identificación de los factores inherentes a las organizaciones 
empresariales que determinan la DAP de figuras tributarias que permitan mejorar la competitividad 
del destino, así como dotarlo de mayor sostenibilidad, el presente estudio ha puesto de manifiesto que 
las empresas turísticas de Andalucía presentan unas características que determinan la DAP de estas 
figuras, en concreto, tanto la actividad comercial a la que se dedican las empresas – 
fundamentalmente, empresas de alojamiento rural, apartamentos y empresas de turismo activo y de 
aventura-, como la facturación anual que obtienen estas sociedades – a partir de 50.000 euros anuales-
, son factores que determinan una mayor DAP por parte de la oferta turística. Respecto a la cantidad 
que están dispuestas a pagar las empresas turísticas andaluzas, la variable con mayor asociación es la 
actividad comercial a la que se dedican las empresas, siendo los agentes dedicados al alojamiento, 
alojamiento rural y turismo activo, ocio y actividades de aventura, las que se decantan por una mayor 
cantidad, y las empresas de agencias de viajes, apartamentos y campings, las que presentan una DAP 
menor. 
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Una vez expuestos los distintos estudios empíricos que conforman esta tesis doctoral, en el 
capítulo siete se presenta un resumen global de resultados y la discusión de los mismos; recogiéndose 
las principales conclusiones que corroboran tanto las hipótesis principales del trabajo como la 
consecución de los diferentes objetivos planteados en el primero de los capítulos. Por otra parte, se 
muestran las limitaciones que se han encontrado en el desarrollo de la investigación, así como las 
posibles futuras líneas de investigación que se plantean a partir de los resultados obtenidos.  
Finalmente, se incluyen los siguientes anexos: 
i. Estructura y detalle de la encuesta dirigida a expertos. 
ii. Breve ficha técnica de los expertos participantes en la delimitación de instrumentos 
fiscales ligados a la actividad turística. 
iii. Estructura y detalle de la encuesta dirigida a la demanda turística. 
iv. Estructura y detalle de la encuesta dirigida a la oferta turística. 
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Public authorities have played a key role in tourism competitiveness, as this agent is obliged to 
provide certain infrastructure and services. This has led to incurring certain additional costs that may 
be financed by contributions from the implementation of fiscal instruments. The objective of the 
present work is to identify the tourist taxes implemented in the 50 main world tourist destinations. To 
do this, different official, national and international sources have been consulted. Tourist taxes have 
been identified in 49 of the 50 main tourist destinations; and have been configured, therefore, as an 
effective instrument for obtaining the necessary financing. 
Keywords: tourism destination, tourism tax, public policy, destination management, financing. 
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1. INTRODUCTION  
There is no doubt as to the economic potential of tourism in the areas considered to be top 
global tourism destinations. The importance of tourism on economic growth and, in some cases, also 
on the improvement of economic development (Cárdenas et al., 2015; UNWTO, 2005; WTTC, 2005), 
and its repercussion, therefore, on the welfare of the population (Chen and Chiou-Wei, 2009; Crouch 
and Ritchie 1999; Dwyer and Kim 2003; Holzner, 2011; Kim et al., 2006; Ma and Hassink, 2013; 
Tang and Tan, 2015; Tugcu, 2014), has led numerous countries to promote an increase in their 
incoming tourism flows, through the allocation of public resources with the aim of improving their 
competitive position compared to other destinations (Webster and Ivanov, 2014). 
In this search for tourism competitiveness, the Public Administration plays a key role (Kerr, 
2003; Page and Connell, 2006). The administration is responsible for the provision of specific goods 
and services (Hall, 2000; Okumus et al., 2012; Page, 2009; Ritchie and Crouch, 2003) both for the 
tourist, ensuring that the tourist enjoys his/her experience, as well as for the tourism destination itself, 
making it more attractive in the tourism markets (Pulido and Cárdenas, 2012). Therefore, the Public 
Administration is obligated to provide certain public goods and services, leading to certain costs being 
incurred in its public budgets, which in most cases does not bring about any simultaneous income 
generation with which these may be financed. 
Tourism taxation has been configured, on numerous occasions, as an instrument for dealing 
with the problems derived from tourism development (Gooroochurn and Sinclair, 2003), through the 
establishment of specific taxes (Cetin et al., 2017) destined directly for the activity (Litvin et al., 
2006) and, therefore, to the improvement of the tourist experience (Cetin et al., 2017). A large number 
of governments have shown themselves in favor of the implementation of these taxes. Since, in 
addition to obtaining a large amount of public resources (Ponjan and Thirawat, 2016), from a political 
point of view, the establishment of a tax linked to tourism activity implies a lower risk for national 
governments, since the obligation for payment falls on international tourists (Jensen and Wanhill, 
2002), without the right to vote. 
However, the controversy regarding the establishment of tourist taxes is not something new 
since, from a theoretical point of view, the establishment of this type of tax entails a loss of 
competitiveness of the destination in the international tourist markets (Myers et al., 1997), as a 
consequence of the increase in prices and, therefore, a drop in number of visitors. In this sense, there 
are various studies (Durbarry and Sinclair, 2001; Hiemstra and Ismail, 1992; Ihalanayake and 
Divisekera, 2006; Jensen and Wanhill, 2002) in which the direct correlation between the tax increase 
and the weakening of tourism demand is shown. Not taking into account any possible reprisals 
between governments of different countries, deriving from the establishment of tourist taxes1.  
The objective of this work is to identify how the governments of the 50 main tourist destinations 
worldwide have solved this problem. To achieve this objective, a revision, analysis and 
characterization was carried out for the touristic taxes implemented in these tourism destinations, 
allowing us to determine the most frequently used taxes in these countries, as well as the essential 
characteristics of each of them. For this, official sources will be consulted, both international (IATA, 
OECD, UNWTO) and national (governmental, ministerial and institutional), in each of the 50 main 
tourist destinations. 
 
1 In this regard, Gooroochum and Sinclair (2003) point out that Kenya and Tanzania placed visa obligations on British 
citizens as a result of the UK establishing a visa fee for their respective citizens. 
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2. THEORETICAL FRAMEWORK  
2.1.   Tourist taxation 
The tourist activity does not develop in an isolated way. It is the result of multiple interactions 
in a specific geographical space between tourists and receiving population, which causes a series of 
economic, social, environmental (McIntosh and Goeldner, 1990) and personal impacts – that include 
both physical and psychological factors- (Besculides et al., 2002). 
Tourism taxation has been configured, on numerous occasions, as an instrument for dealing 
with the problems arising from tourism development (Gooroochurn and Sinclair, 2003); it being an 
activity taxed since its inception to increase revenues, offset the costs derived from the provision of 
goods and services of a public nature and correct market failures or negative externalities caused by 
tourism activity (Gago et al., 2009; Gooroochurn and Sinclair, 2005; Hughes, 1981; Ponjan and 
Thirawat, 2016; Ryan, 2002;). In addition, it can also be used to achieve other purposes, such as job 
creation, economic development promotion, environmental protection, destination promotion, etc. 
(OECD, 2014). Therefore, and based on the previous, the establishment of tourism taxation acts as a 
corrective mechanism and substitute for a cost of public goods and services that are consumed by 
tourists (Pastor, 2016), with the objective of re-establishing economic efficiency (Clarke and Ng, 
1993).  
Therefore, tourism taxation becomes a tool through which to distribute the costs associated with 
tourism activity, through the establishment of specific taxes (Cetin et al., 2017) destined directly to 
the activity (Litvin et al., 2006), which pursue an extra-fiscal purpose, and whose objective is to 
improve the product (Cetin et al., 2017) and hence the tourist experience. In this sense, the OECD 
(2014:76), defined tourism taxation as “the indirect taxes, taxes and tributes that mainly affect the 
activities related to tourism”; and it is considered to be one of the main elements by which it is 
possible “to contribute to the obtaining of taxation income, financing the protection of the 
environment and public investment and the development of infrastructures to improve the 
management of the tourism impact in sensitive areas”. So, tourism taxation plays a double role: 
influencing the competitiveness of the destination and financing the costs derived from tourism 
activity. 
2.2.    Tourism competitiveness 
Since the middle of the last century, there has been an increase in tourist activity, mainly due 
to the fact that travel has become an increasingly accessible commodity for the population in general 
(Sánchez, 2012), and this activity is now one of the main activities and of faster growth in the current 
global economy. The public administrations of the receiving countries obtain major quantities of 
public resources that are directly derived from the expansion of tourism activity, with this income 
potentially representing between 10% and 25% of the total collected from taxation (UNWTO, 1998), 
reaching 50% – as in the case of the Bahamas- (Gooroochurn and Sinclair, 2005) or even almost 
100% in certain economies – as in the case of the Maldives- (McAleer et al., 2005). 
The competitiveness of tourism has emerged, since the nineties, as one of the main research 
topics, mainly due to the increase and diversification of tourist destinations, the progressive reduction 
in traditional destinations of the market share in relation to the number of international arrivals of 
tourists and, therefore, the increase in rivalry between destinations (García and Siles, 2015). 
CAPÍTULO 2. TAXATION OF TOURISM ACTIVITIES: A REVIEWOF THE TOP 50 TOURISM DESTINATIONS 
37/199 
Consequently, there is a need to examine which new factors and strategies guarantee their 
competitiveness (Lillo et al., 2007), and hence the improvement of this competitiveness has become 
one of the main objectives of the tourist policy of the said destinations (Díaz, 2006) and one of the 
key factors for its success (Buhalis, 2000; Chen, 2008; Dwyer and Kim, 2003; Enright and Newton, 
2004; Gooroochurn and Sugiyarto, 2005; Mangion et al., 2005; Nasr, 2016; Webster and Ivanov, 
2014). 
A large number of determinants of tourism competitiveness depend directly on the provision of 
goods and services by the public sector, thus the public sector plays a key role (Kerr, 2003; Page and 
Connell, 2006), as it is responsible for providing a range of goods and services. To do this, it must 
have basic infrastructures and guarantee a number of services (Hall, 2000; Page, 2009; Ritchie and 
Crouch, 2003) – destination promotion and marketing, security, cleaning, environmental 
preservation, conservation of the cultural heritage, etc.- to provide an optimal experience for tourists. 
In this sense, Murphy et al. (2000) conclude that both environmental conditions and infrastructure 
have a strong impact on the perceptions of tourists, which in turn has an impact on the competitiveness 
evaluation of a destination. 
2.3.    Tourism financing 
Therefore, in light of the above, for a tourist destination to be successful, the intervention of 
public authorities is necessary, stimulating the creation of goods and services, adding value to the 
destination, with the objective of remaining competitive in the market (Molina et al., 2014). For this 
purpose, the destination needs to be provided with public funds, in order to improve their 
competitiveness and attract a greater number of tourists (Jovanovic et al., 2015). In this sense, Costa 
(2003) highlights the concern about the successive budget deficits incurred by tourist destinations as 
a result of the assumption that the expenses derived from the provision of tourism goods and services 
exceed the income generated by tourism, causing a decrease in the quality of the provision of local 
public services and damaging the welfare of the resident population. The provision of these public 
services, directly linked to the tourism activity, implicates the incurring of a series of additional costs 
which, in most cases, do not result in the creation of simultaneous income with which they may be 
financed (Secretary General of Tourism, 2008).  
According to Puig (2007), the administrations greatly influenced by tourism have revealed 
financing problems, for which some tax instruments can play the role of helping to obtain the 
necessary financing to address public policies. In addition, from an economic perspective, designing 
a tax system on tourism activity for which the agents involved in the tourism market are responsible 
seems fair. These agents would be responsible for financing certain public goods and services that 
are provided by the public administration (Clarke and Ng, 1993; Gago and Labandeira, 2001). 
Bokobo (1999: 243) underlines that for "a destination to remain attractive, it needs large investments 
in goods, services and environment conservation, which are mostly obtained through taxes from the 
residents". 
The distinct public administrations should devote this income to the creation of a highly 
competitive tourism environment, requiring differentiation and positioning strategies by the agents 
entrusted with the management of the destination, in order to capture a large share of the demand and, 
thereby increase the income generated by the expansion of the tourism activity in any given tourism 
destination. In this context, the OECD (2014) has established six distinct categories of tourism taxes 
(Table 1).   
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Table 1.  
Tourist taxes categories according to the OECD 
Categories Tax 
Arrival and departure Requirements and fees associated with the obtaining of visas. Charges for passenger 
travel, movement, exit, boarding. 
Air travel Airport taxes (landing tax and wait of aircrafts, aircraft parking tax, terminal fee). 
Security taxes and exit taxes (tax on air transport, tax on air travel and air passenger 
rights). 
Hotels and accommodation Lodging taxes, Bed tax, Occupancy tax, Tourism tax. 
Taxation types on consumption Added value tax, Tax on goods and services. 
Environment Environmental fees and taxes. 
Incentives Reductions on income taxes, Reduced corporation taxes, Investment tax credits, 
Expense incentives and deductions, Exemption of indirect taxes. 
Source: Author’s own creation. 
Arrival and departure: include taxes, tributes and fees that are levied upon the arrival or 
departure to or from a country. These taxes are levied primarily on individuals, although they may 
also be levied on operators or crews. 
Air travel: taxes, tributes and fees applied specifically to airline trips with the objective of 
financing the increase in costs derived from service provision – security, passenger services and 
airport exits- and, in some cases, to promote more respectful environmental behavior. 
Hotels and Accommodation: taxes or tributes levied specifically on hotels and lodging services 
that tend to be administered on a regional and local level. 
Tax rates on consumption: include both taxes on the added value as well as taxes on goods and 
services. Tax rates vary from one country to another, and some governments foster the introduction 
of reduced rates in the consumption of activities related to the tourism activity, mainly hotels and 
restaurants. 
Environment: environmental taxes, eco-taxes or ecological taxes are taxes of an environmental 
nature, established by certain governments to protect the environment. 
Incentives: established based on a tax law or regulation that has the objective of alleviating the 
fiscal load of a certain set of activities. 
3. METHODOLOGY 
To achieve the objective of this work, consisting of the identification of the distinct taxes 
implemented by the top global tourism destinations that levy them on tourism activities – which shall 
permit us to determine which are the most commonly used taxes, as well as the essential 
characteristics of each of these- we have conducted a review, analysis and information compilation 
of international organizations – IATA, OECD, UNWTO- and national organizations (governmental, 
ministerial and institutional).  
The other sources used are included in the different results annexes. Internationally, the IATA 
– International Air Transport Association- offers information with regards to taxes related to air 
transport. The OECD, both in its Tourism Trends and Policies report (2014) and in its database on 
environmental policy instruments, compiles a list of certain tourist taxes implemented in its member 
countries. Finally, both the UNWTO report (Tourism taxation. Striking a fair deal, 1998) and the 
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Forsyth and Dwyer (2002) and Gooroochurn and Sinclair (2005) investigations were used as input to 
make a first identification of different tourism taxes implemented internationally.  
At the national level, and with the input of the taxes identified through the international 
organizations and authors mentioned above, a search and review of possible tourist taxes was carried 
out in the 50 main destinations. For this, and through their respective websites, official sources have 
been analyzed at three different levels: governmental, ministerial (security, interior, foreign affairs, 
immigration, international cooperation) and institutional (consulates, embassies, air authorities, 
airports and airlines).  
Official sources belong to each of the governments of the fifty main tourism destinations of the 
world, between the years 2014 and 2017. Said time frame was selected with the goal of obtaining 
recent information on the implemented taxes. The classification of the countries used was that 
facilitated by the UNWTO (2016), offering country information based on the number of international 
tourist arrivals; a variable that is traditionally considered to determine the importance of a country in 
terms of its capability of generating tourism activity.  
Table 2. 
Top tourism destinations for 2015 (millions of international tourist arrivals) 
Pos. Country Arrivals Pos. Country Arrivals Pos. Country Arrivals 
1 France 84.45 18 Canada  17.97 35 Belgium  8.03 
2 USA 77.51 19 Poland 16.72 36 India 8.02 
3 Spain 68.21 20 Netherlands 15.00 37 Vietnam 7.94 
4 China 56.88 21 Hungary 14.31 38 Australia 7.44 
5 Italy 50.73 22 Macao  14.30 39 Brazil  6.30 
6 Turkey 39.47 23 Rep. of Korea 13.23 40 Argentina 5.73 
7 Germany 34.97 24 Croatia  12.68 41 Dom. Rep. 5.60 
8 United Kingd. 34.43 25 Ukraine 12.42 42 Philippines 5.36 
9 Mexico 32.09 26 Singapore 12.05 43 Tunisia 5.35 
10 Russian Fed. 31.34 27 Czech Rep. 11.14 44 Iran 5.23 
11 Thailand 29.88 28 Taiwan 10.44 45 Cambodia 4.77 
12 Austria 26.71 29 Indonesia 10.40 46 Myanmar 4.68 
13 Hong-Kong 26.68 30 Morocco 10.17 47 Chile  4.47 
14 Malaysia  25.72 31 Portugal 10.17 48 Albania 3.78 
15 Greece 23.59 32 Switzerland 9.30 49 Jordan 3.76 
16 Japan 19.73 33 Egypt 9.13 50 Puerto Rico 3.54 
17 S. Arabia 17.99 34 South Africa 8.90    
Source: Author’s own creation based on the UNWTO (2016). 
Additionally, and with the objective of facilitating the comparison between the different 
identified taxes and their amounts, all currencies related to the identified taxes have been converted 
to US dollars2. 
4. RESULTS  
In order to obtain a global view of tourism taxation, a study was conducted on those indirect 
taxes, tourism taxes and fees implemented in the main tourism destinations. The identified taxes have 
 
2 The US dollar was used due to its international dominance. The service provided by the European Central Bank, 
https://sdw.ecb.europa.eu/curConverter.do, was used to convert the different currencies into US dollars on November 29, 
2019. 
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been grouped together based on the OECD classification (2014): i) arrival and departure, ii) air 
transport, iii) hotels and accommodations, iv) tax rates on consumption, v) environment and vi) 
incentives. 
4.1.    Arrival and departure 
The principal taxes included in this category – listed in Annex 1- are, mainly, visas and, to a 
lesser extent, others such as taxes on passenger movement, transit fees, exit fees or boarding fees. As 
for the amount of the distinct taxes, it varies from one country to another, depending, in large part, 
on the type of visa requested, the duration of the stay in the country or the country of origin. The 
amount collected with this type of tax tends to be devoted to payment of administrative costs of 
customs, immigration, visa issue, data processing, and over recent years, also for actions of promoting 
and marketing of the tourism destination (OECD, 2014). 
Of the 50 top destinations based on number of international tourist arrivals, 41 of these 
implemented some sort of tax that was levied upon arrival to or departure from the tourism 
destination. The main taxation method used for the distinct countries results from visas; however, 
other countries use alternative forms of taxation. For example, Australia, in addition to the visas, also 
implemented a fee of AUD 37.22 for passenger movement. Chile charged USD 30 for boarding rights 
while Egypt had an arrival fee – whose amount varied based on country of origin- as well as a 
departure fee that came to USD 20. Malaysia has implemented a security tax of USD 30. The 
Dominican Republic required the acquisition of a tourism card – whose amount came to USD 10- as 
a mandatory requirement for entry into the country. Finally, Portugal implemented various tourism 
taxes related to the arrival in and departure from the country, specifically, establishing the following: 
i) a tax for service provision of border controls – paid directly by the operator- ranging between USD 
93.35 and USD 351.42 or ships and USD 233.92 in airports, ii) charging of a fee of USD 3.29 per 
passenger for boarding and disembarkation, iii) departure of ships from the ports is levied with an 
amount of USD 0.88 per ship and finally, iv) the disembarkation of crews is levied with an amount 
of USD 1.10. 
4.2.    Air travel 
As a result of the increase in air travel over the past twenty years, countries have incurred certain 
costs – infrastructures, security and passenger services, environment- which have led governments to 
establish a wide range of taxes that are levied on air transport (OECD, 2014). Of the 50 top tourism 
destinations that were analyzed, tourism taxes on air travel were found in a total of 30 countries 
(Annex 2). Using different names, linked to the arrival in or departure from the country, the use of 
airport installations, service fees or security taxes passengers are taxed significantly for their air 
travel.  
The amount of the tax tends to differ between airports within the same country – Germany, 
India or Canada, as well as other countries- the flight destination – domestic or international- and 
there tends to be an exemption from the obligation of tax payment for those under two years of age, 
passengers in transit or diplomats, as is the case in Saudi Arabia, Albania, Mexico, the Dominican 
Republic, Croatia and India. In other cases, such as Greece (fees for air travel modernization and 
development), Canada (tax on airport improvement), or India (tax on user development), the amount 
of the tax collection is devoted to the modernization of the airport infrastructures. 
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4.3.    Hotel and accommodation 
Hotel lodging is a fundamental element of all tourism experiences and the most common 
example of tourism-specific taxes (Gago et al., 2009). Its generalization is due both to the broad base 
of subjects that can be affected and to the ease of collection (Gooroochurn and Sinclair, 2005). Using 
distinct names such as Taxe de Séjour in France and Belgium, State Lodging in the USA, Tassa di 
Soggiorno in Italy, Kurtaxe in Germany, Bed Night in the Czech Republic, or Accommodation Tax 
in Japan, the governments of the distinct tourism destinations tax overnight hotel stays through the 
establishment of taxes whose amount tends to differ based on the establishment category (Annex 3).  
Of the top 50 tourism destinations worldwide, a total of 18 countries have been identified that 
tax hotel stays or overnight stays, mainly in the top tourism regions: Europe and North America. The 
different taxes that are used – from which we exclude the consumption taxes- tend to be established 
on a regional and local level, granting autonomy to the cities in the establishment of these taxes and 
granting them an administrative instrument that offers them resources and permits them to adapt to 
local idiosyncrasies. The amount of the tax can be established according to a fixed daily amount 
(France, Spain, Italy, or Austria) or by establishing a percentage on the price of the room (USA, 
Canada, Netherlands or Puerto Rico).  
This type of tax allows for the addressing of the basic objectives derived from tourism taxation 
(Oom do Valle et al., 2012), becoming a flexible instrument according to the destination, type of 
accommodation and time of year (Logar, 2010). Oftentimes, their collection is destined to tasks of 
promotion, marketing and tourism development at a local level (OECD, 2014). Thus, in Switzerland, 
the amount collected from the additional tax or Beherbergungsabgabe and from the tax on tourism 
promotion or Tourismusförderungabgabe, is used for the development of services and the undertaking 
of activities of promotion and marketing of the destination. Something similar occurs in Canada, 
through the Municipal and Regional District Tax, whose income is devoted to local promotion, 
mainly in the tourism area; and in Tokyo, Japan, where the income obtained from the Accommodation 
Tax is devoted to the promotion of tourism and pays for the expenses derived from the development 
of the city, with the goal of converting it into an attractive international destination. 
4.4.    Reduced rates of consumption tax 
The value added tax, sales tax or tax on goods and services are just a few examples of the 
distinct taxes that are levied on consumption and that represent a major source of income for the 
public sector (Gooroochurn and Sinclair, 2005). Both local residents as well as tourists – national and 
international- are taxed on numerous occasions when purchasing products such as food and drinks 
and when contracting lodging, leisure or transport services. 
The distinct taxes that are levied on consumption – value added tax, tax on goods and services- 
are not in themselves taxes that affect tourism exclusively. However, governments of different states 
grant differential treatment to the acquisition of certain tourism-related goods and services, such as 
lodging and restaurant services. Therefore, as reflected in Annex 4, they combine a general tax rate 
with a reduced rate that taxes the mentioned categories of goods and services with the objective of 
promoting their purchase or contracting. 
Of the 44 destinations that currently apply taxes on consumption, 16 of these combine the 
general rate with reduced rates that are applicable to hotels and restaurants. While the general rate 
that is levied on consumption is established at around 20% – except in Switzerland which sets it at 
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8%- the reduced rates tend to be situated at around 10%, acting as instruments of tourism economic 
policy to motivate consumption or the contracting of services that are directly related to this activity. 
4.5.    Environment 
 Tourism activity, on some occasions, produces a series of environmental impacts and costs that 
lead to a more accelerated deterioration of natural resources and environmental degradation. 
Justification for the implementing of environmental taxes lies in financing the additional public 
expenses incurred by the public sector in order to preserve the tourism spaces from an environmental 
point of view (Gago and Labandeira, 2004). 
Currently, almost all of the countries have implemented a wide range of environmental taxes in 
sectors such as energy, transportation or on the emission of contaminants (Eurostat, 2016). However, 
these taxes do not tend to be levied on tourism activities. In this category, a total of 21 countries have 
been identified as having implemented tourism taxes of an environmental nature on tourism activities 
(Annex 5). 
In some cases, such as France, Mexico, Egypt, Australia, Poland, Greece or Croatia, said taxes 
are established with the goal of protecting natural spaces of special interest, for their natural or historic 
value, as is the case of the Great Barrier Reef in Australia or the main tourism attractions of Egypt –
Uadi Al-Hitan, Wadi El Rayan, the protected area of Saint Catherine, Ras Muhammad National Park, 
Tiran Island and Camel Valley-.  
In addition, and in order to reduce acoustic contamination, other countries such as France, 
Australia, Italy, Turkey, Germany, Japan, Canada, the Netherlands, the Republic of Korea and 
Switzerland tax the emission of sounds from aircrafts, establishing the amount of said taxes based on 
the aircraft category. 
Environmental quality is a fundamental element for the development of tourism activity in any 
destination. In this way, both governments – interested in the sustainable use of local resources- as 
well as tourism companies – linked to a geographic spot for the development of an economic activity- 
make investments to maintain the environmental quality of the destination. These efforts, based on 
investments, are taken into account in certain tourist categories, which are willing to pay more to visit 
high quality environmental destinations (Clewer, 1992; Huybers and Bennett, 2000; Sinclair and 
Stabler, 1997). 
4.6.    Incentives 
The governments of distinct countries attempt to motivate investment through certain 
mechanisms that reduce or alleviate the fiscal load of certain activities. Some examples of these fiscal 
incentives, as included in Annex 6, include certain fiscal deductions in income tax, fiscal incentives 
for investment, eligible costs and the exemption from indirect taxes in activities related to the tourism 
activity. We are not therefore talking about taxes, but rather, about instruments of fiscal tourism 
policy. 
Of the top tourism destinations worldwide, eight of these have revealed having tax incentives. 
In countries such as France, Greece and Australia the tax incentives are linked to the entry of major 
real estate investments whose destination is tourism lodging. In the case of Poland, and in order to 
stimulate agro-tourism as well as the development of rural areas and to permit farmers to obtain 
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additional income other than their main activity, an exemption was introduced in 1995 (OECD, 2014) 
on the rental tax for those individuals renting rooms out of their properties in rural areas. 
5. CONCLUSIONS  
UNWTO (2016) considers the tourist phenomenon will continue to expand, becoming the most 
relevant activity in the world, which will lead to an increase in competition among destinations. The 
tourist experience and the evaluation carried out by the tourist will depend, to a great extent, on the 
adequate public provision of goods and services. If these are not provided optimally, either in terms 
of quantity or quality, the destination will not meet the tourists’ previous expectations, as the 
destination will be less attractive and consequently will lose competitiveness. Therefore, the public 
authorities obviously have a direct impact on several determinants of tourism competitiveness. 
As a result, the degree of public intervention plays a fundamental role in the success or failure 
of this activity, and the financial capacity of the public authorities is an essential element to promote 
the competitiveness of the destination.  
According to the research conducted, of the 50 main tourism destinations based on number of 
international tourism arrivals, incentives have been identified – understood as an instrument of 
tourism taxation policy, or taxes in any of their modalities, be it tributes or fees- that are levied upon 
tourism activities, in 49 of these destinations (Annex 7). Only in the case of Hong Kong was it not 
possible to identify any tourism tax and/or incentive. Therefore, tourism taxation is a widely accepted 
reality in the top tourism destinations. 
France and Portugal have implemented taxes and/or incentives in each of the six categories, 
whereas other countries such as Austria, Croatia, the Czech Republic and Switzerland have done so 
in five of the six categories – all except for the incentives-. In addition, the US, Spain, Germany, 
Mexico, Greece, Canada, Poland, the Netherlands, Hungary and Egypt use four of the six categories.  
The analysis carried out suggests that the governments of the top tourism destinations have 
implemented a taxation or incentives measure in about three (2.7) of the six categories defined by the 
OECD. The governments use the transversal nature of the tourism activity to establish fiscal policies 
in those sectors that are directly or indirectly influenced by said economic activity. In this way, and 
based on the results obtained, it may be concluded that the establishment of this wide range of fiscal 
instruments contributes to the increase in public revenues in all taxation categories defined by the 
OECD, except for that of incentives, which should be treated as an instrument of fiscal tourism policy, 
which results in a greater competitiveness of the destination. 
This is due to the fact that the creation of taxes, tributes and fees that are levied on tourism acts 
may finance the provision of goods (Greece, Japan, Croatia, Canada and Spain), compensate for the 
costs resulting from the service provision (Australia, the US, Turkey, Thailand, Greece, Japan, 
Portugal, Egypt, India, Spain, Greece, Canada, Switzerland, South Africa, Belgium, Argentina and 
Albania), or finance the administrative costs resulting from visa issue, as is the case with the tax 
associated with the administration of Schengen visas in France, Spain, Portugal, Austria, Poland, the 
Netherlands, Hungary, the Czech Republic and Switzerland. 
In addition, the establishment of this amalgam of taxes helps correct the negative externalities 
caused by the tourism activity, through the creation of environmental protection taxes, without 
prejudice to the promotion of the consumption of goods and the contracting of services – through 
reduced rates for consumption that favors their acquisition- and the influx of investments incentives. 
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Finally, tourism taxation contributes to supporting the expenses incurred in tasks such as 
promotion and marketing – Tokyo in Japan, Canada, the autonomous community of Catalonia in 
Spain and Switzerland- or to the modernization of infrastructures – Greece, India and Canada- an 
aspect of vital importance to this highly competitive environment in which the tourism activity is 
situated. 
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Annex 1.  
Arrival and departure taxes in the top tourism destinations 
 
Source: Author’s own creation. 
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Annex 2.  
Air travel taxes in the top tourism destinations 
 
Source: Author’s own creation. 
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Annex 3.  
Hotel and Accommodations taxes in the top tourism destinations 













Country Cities Tax amount $ equivalence Source 
France 
Paris € 0.25-5.00 0.28-5.55 
(HOSTELTUR, 2019) Marseilles € 0.75-3.00 0.83-3.33 
Bordeaux € 0.35-1.45 0.39-1.61 
Spain 
Barcelona € 1.10-2.25 1.22-2.50 
(HOSTELTUR, 2019) 
Palma de Mallorca € 2.00-4.00 2.22-4.44 
USA 
New York 14.75% 14.75% 
(Hazinski and Hansel, 2019) San Francisco 16.75% 16.75% 
Los Angeles 15.50% 15.50% 
Italy 
Rome € 4.00-7.00 4.44-7.77 
(HOSTELTUR, 2019) Milan € 3.00-5.00 3.33-5.55 
Venice € 3.5-5.00 3.88-6.16 
Germany 
Berlin 5.00% 5.00% 
(HOSTELTUR, 2019) 
Frankfurt € 2.00 2.22 
Austria Vienna € 0.15-3.00 0.17-3.33 (HOSTELTUR, 2019) 
Japan Tokyo ¥ 100 – 200 0.91-1.82 
(Tokyo Metropolitan Government Bureau of 
Taxation, 2019)  
Canada Vancouver 3.00% 3.00% (British Columbia, 2019) 
Belgium Brussels € 4.24  (HOSTELTUR, 2019) 
Netherlands  
Amsterdam 7.00% 7.00% 
(HOSTELTUR, 2019) 
Rotterdam 6.5% 6.5% 
Hungary Budapest 4.00% 4.00% (HOSTELTUR, 2019) 
Croatia Dubrovnik Kn 10.00 1.49 (HOSTELTUR, 2019) 
Czech Rep.  Prague CZK 30.00 1.30 (HOSTELTUR, 2019) 
Portugal  
Lisbon € 2.00 2.22 
(HOSTELTUR, 2019) 
Oporto € 2.00 2.22 
Switzerland 
Geneva CHF 1.65-4.75 1.67-4.80 
(Ranson, 2014) 
Zurich CHF 2.5 2.53 
Egypt Cairo 
12% on purchase in 
hotels and restaurants  
12% (OECD, 2014)  
Cambodia  Phnom Penh 2.00% 2.00% 
(General Department of Taxation of 
Ministry of Economy and Finance, 2017) 
Puerto Rico San Juan 7.00% 7.00% 
(Tax Law on the Royalty for Room 
Occupancy in the Free State of Puerto Rico, 
2003) 
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Annex 4.  
Consumption taxes in the top tourism destinations  
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Annex 5.  
Environmental taxes on tourism in the top tourism destinations 
Country  Environmental taxes related to the tourism activity Tax amount $ equivalence 
France  
Fees for noise issued by aircrafts Differs based on the airport  
Tax on maritime passenger boarding in protected natural 
areas 
Established based on the number of passengers 
entering the protected area 
 
Tax on airlines and maritime transport in Corsica and 
overseas departments 
€ 4.75 per passenger 5.22 
Mexico  
Tax on aquatic activities in protected areas MXN 53.97 2.76 
Tax on activities in natural protected areas MXN 26.99 1.38 
Portugal 
Tax on the certificate of environmental impact 
Tax on energy certification and air quality of constructions, 
renovations and rental of tourism establishments 
€ 1,500.00 for investments of up to € 3MM and 








Visitor tickets in the main tourism activities of the country - 
Uadi Al-Hitan, Wadi El Rayan, protected area of Saint 
Catherine, Ras Muhammad National Park, Tiran Island and 
Camel Valley-   
Varies based on the tourism attraction and whether 
or not the visitor is a resident of Egypt or not  
Varies 
Australia  
Environmental management fee for the Great Barrier Reef AU$ 1.75 – 3.50 1.18-2.37 
Fees for noise issued by aircrafts Varies based on the noise assessment Varies 
Brazil  
Environmental preservation tax in cities whose main 
economic activity is ecotourism  
Varies based on city Varies 
USA 
Visitors to the state of Alaska in commercial passenger 
ships  
Varies based on town Varies 
Tax for vehicle rental in distinct states–Florida, Kansas, 
Minnesota- 
Italy 
Tax on noise issued by aircrafts Varies based on the aircraft category 109.82 
Taxes on passengers in air taxis 
€ 100.00 per flight whose trajectory is over 100 km 
and less than 1500 km; € 200.00 per flight in 
trajectories of over 1.500 km 
219.64 
Turkey Fees for noise issued by aircrafts 
0.5% of the ticket price per passenger and a pre-
established tax per ton of transported merchandise  
% of the 
ticket price 
Germany Fees for noise issued by aircrafts Varies based on airport  Varies 
Austria Air security tax € 8.00 per passenger 8.79 
Greece Fee for entry to monuments and national parks  € 0.61 – 3.68 per visitor  0.67-4.04 
Japan Fees for noise issued by aircrafts  Varies based on airport Varies 
Canada Fees for noise issued by aircrafts  Varies based on airport Varies 
Poland Fee for entry into national parks  Varies based on national park  Varies 
Netherlands Fees for noise issued by aircrafts  € 95.75 per unit of noise produced  105.15 
Rep. of Korea  Fees for noise issued by aircrafts during landing  n/a  n/a 
Croatia 
Fee for entry into national parks 
HRK 30.00 – 156.00 for adults and  
HRK 15.00 – 62.00 for children 
4.43-23.03 
2.21-9.15 
Czech Rep. Fee for visitors in resorts and recreational areas  n/a  n/a 
Switzerland Fees for noise issued by aircrafts  
Varies based on type of aircraft, noise category and 
time of take-off /landing 
Varies 
Albania 
Tax for flying over Albanian territory n/a n/a 
Tax on landing, flight and stay of planes Varies based on the tons of weight of the aircraft Varies 
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Annex 6.  
Fiscal incentives of a tourism nature in the top tourism destinations 
Country Fiscal tourism incentives Quantification of Incentive $ equivalence 
France 
Deduction in real estate investments 
destined to tourism rental 
Tax credit for “maîtres restaurateurs” 
Maximum € 300,000 
Grant of up to 50% in certain expenses 
329.46 
% in certain 
expenses 
Greece 
Tax exemption for private investments in 
hotels and special tourism infrastructure 
projects 
% of the expenses of the project, machinery and 
equipment acquired 
% of the 
expenses 
Poland 
Tax exemption for rental of rooms in rural 
areas 




The Széchenyi recreational card offers 
additional non-wage benefits to the worker- 
lodging, restaurants, theater tickets, etc. – 
having more favorable fiscal conditions 
than those of the salaries 
n/a n/a 
Portugal 
Exemptions and reductions at hotels and 
other lodging types, restaurants, thermal or 
leisure services 
Tax exemptions -Municipal Tax on Real Estate 
Property Transmission, Municipal Tax on Real 
Estate Property, Taxes on the General Inspectorate 
of Cultural Activities – and reduction of the stamp 




Favorable tax advantages to hotels, in order 
to promote large investments in the sector 
Tourist reimbursement program 
Accelerated depreciation of construction expenses 





Refunding of the added value tax to foreign 
visitors 
Refunding of the added value tax for purchases over 
R 250 
17.03 
Mexico System of refunding of the added value tax Refunding of 16% of the total paid 
% of the total 
paid 
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Annex 7.  
Tourism tax categories used by the top tourism destinations 
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Consolidated tourism destinations face certain challenges derived from aspects such as new client 
demands, growing competition, the problems of overtourism and tourism-phobia, and the 
modernization of infrastructures. So, the creation of taxes and/or public fees that affect tourism 
activities is one potential option for public managers facing these difficulties. 
The objective of this work is to determine tourists’ willingness to pay in order to increase the income 
of public managers to create this type of policies. The study was carried out in Andalusia, a region of 
southern Spain having high tourism rates, which received some 32.4 million tourists in 2019. A 
survey was conducted on 1,068 tourists at the main tourism departure points of this region. 
First, factors influencing the willingness and amount to be paid by each tourist were identified; for 
this, distinct statistical techniques were used (binary logistic regression and decision trees). And 
second, the sensitivity of the tourism demand was analyzed with regard to the establishment of this 
type of taxes and public fees, concluding that tourism demand is inelastic in the face of a moderate 
increase in prices resulting from the creation of taxes and/or public fees. 
Keywords: tourist tax, willingness to pay, sociodemographic profile, travel characteristics, elasticity, 
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1. INTRODUCTION  
Unlike other economic sectors, when analyzing tourism activity, the product has a strong goods 
and services component of public provision. Therefore, the public administrations in the areas where 
tourism is significant have been obliged to offer certain goods and services (Page, 2009; Ritchie & 
Crouch, 2003) – which are essential to ensure the destination’s competitiveness (Page & Connell, 
2006)-, such as spatial planning, the provision of basic and/or tourism infrastructures, tourism 
promotion and the maintenance of tourism and cultural resources. Furthermore, the public 
administrations of regions in which tourism activity is significant for the economy have declared 
certain financing problems (Puig, 2007). 
In addition, numerous tourism destinations have focused on mass tourism, especially on the 
coasts, the so-called sun and beach tourism. This tourism development model has had major negative 
impact on the territory, given that some of the economic benefits generated by the activity have been 
obtained at the expense of the environmental and sociocultural balance (Drius et al., 2019), leading 
to a degradation of the fragile environmental resources, especially the coastal ones, to an alarming 
point (López-Sánchez & Pulido-Fernández, 2014), translating into a decreased appeal and 
competitiveness (Manning, 1999). For decades now, proposals have been made for a more sustainable 
model (Garrido & López, 2010), presenting signs of maturity (Perelli, 2011) and requiring greater 
adaptation to the tourists’ needs. 
It is clear that the tourist profile has changed significantly over recent years. Today’s tourists 
are more complex and experienced and therefore, they demand more personalization, authenticity, 
and memorable experiences (Brandão et al., 2019). But a growing concern exists amongst tourists 
with regard to potential environmental, social and cultural impacts caused by the tourism activity 
(Pulido-Fernández & López-Sánchez, 2016). This new scenario demands a more dynamic role on 
behalf of the public sector, which should attempt to promote new and more sustainable growth 
strategies based on gradual differential competitive repositioning. 
The concept of sustainable development of tourism considers that, in addition to the needs of 
tourists, the needs of the other participants shall also be met. This includes the resident population 
and the private and public sectors, since all of the dimensions forming the tourism activity 
(environmental, social and economic) should be sustainable (Pulido-Fernández, Andrades-Caldito & 
Sánchez-Rivero, 2015).  
Therefore, the objective of this article is to determine tourists’ willingness to pay taxes and 
public fees that would permit the financing of policies that would offer improved sustainability to the 
destination and thereby improve the tourism experience. To achieve our objective, first, it is necessary 
to identify and compare, using statistical techniques (logistic regression and decision trees), which 
sociodemographic variables and travel characteristics influence tourists’ willingness to pay and; 
second, to determine, through the calculation of elasticity, the impact of a price increase (based on 
the creation of taxes and public fees linked to tourism activities) on tourism demand. The study was 
conducted in Andalusia, a highly touristic region of the south of Spain, which received some 32.4 
million tourists in 2019. An interview was conducted on 1,068 tourists at the main tourism departure 
points of the region. 
In accordance with the proposed objectives, the hypothesis was formulated that certain 
sociodemographic variables and travel characteristics of tourists visiting Andalusia allow for the 
identification of their willingness and level of payment, both to improve their experience in the 
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destination and to offer them a greater level of sustainability, with this demand being resistant to the 
moderate increases in prices resulting from the creation of taxes and/or public fees.  
The results of our work may contribute to a new way of addressing the issues of sustainability 
and financing of tourism activity in consolidated tourism destinations by the parties responsible for 
policy making in the same. For this, it will be necessary to determine the suitability of fiscal 
instruments linked to tourism activity from the demand perspective. In addition, the results may be 
used for decision-making in other destinations where tourism activity has a great effect on the local 
economy. 
2. THEORETICAL FRAMEWORK  
2.1.   Tourism experience and sustainability 
Diverse aspects motivate individuals to travel; sometimes, tourism is considered a need to 
escape from one’s everyday life (Lengkeek, 1996; Urry, 1990), other times, the objective is to escape 
from personal problems (Iso-Ahola, 1982), and oftentimes, people are simply seeking the experience 
that is associated with travel (Pulido-Fernández & Navarro, 2014), which they hope will be unique 
and satisfactory; serving as a sort of psychological compensation (Iso-Ahola, 1982) and thereby 
leading to an improved quality of life for the individual (Binkhorst, 2008). 
Therefore, distinct studies related to tourism motivation have referred to push factors, which 
sustain the tourists’ desires, and to factors of attraction, related to destination characteristics (Frederik, 
Brunner-Sperdin & Stokburger-Sauer, 2016; Mohammad & Som, 2010). Once the tourist has made 
the decision and has selected a specific destination, the big goal for the destination is to offer a suitable 
experience (Pulido-Fernández & Navarro, 2014). The assessment of the experience, satisfactory or 
not, is a psychological result that is the consequence of a process in which the tourist compares the 
perceived benefits with their prior expectations (Albayrak & Caber, 2018).  
According to Henkel, Henkel, Agrusa & Tanner (2006), the ability of a destination to attract 
tourists and for said tourists to spend time there, depends on whether the destination site is capable 
of relying on four key factors: accessibility, infrastructures and services, landscapes and local 
community; these factors influence both the selection of the destination as well as the attachment to 
the same and the tourist’s expected behavior. Other authors, such as Luque-Martínez, Del Barrio-
García, Ibáñez-Zapata & Rodríguez-Molina (2007), have highlighted the architectural resources and 
social conditions – perception of residents, safety and pollution-, while Zouni & Kouremenos (2008) 
focused on infrastructures, the socio-economic context and the distinct services offered – transport, 
accessibility, lodging, restaurants, cultural offering, etc.- 
The tourist will perceive that a destination is attractive if the destination can satisfy their needs 
(Mayo & Jarvis, 1982), through a prior offering of goods and services that are capable of collectively 
forming a memorable experience in the destination (Cracolici & Nijkamp, 2008). The tourist’s 
satisfaction, therefore, will be the direct consequence of the quality of service received or a broader 
concept based on emotions and pleasure (De Rojas & Camarero, 2008). 
In addition, since the late 90s, changes have been observed in tourist travel habits and behavior 
patterns (Perelli, 2011). According to Machado & Hernández (2008:113), “the 21st century tourism 
vision projects us to consumers who are more informed, cultured and demanding, having a well-
recognized environmental interest, seeking increased product authenticity, and permitting them to 
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experience their leisure time in natural environments that are clean and well-maintained, enjoying 
their activities and living unforgettable experiences.” 
Numerous studies have been carried out on consumer behavior, suggesting the growing 
awareness of tourists with regard to environment, social and cultural impact that may be generated 
by the tourism activity (López-Sánchez & Pulido-Fernández, 2014). In addition to the tourist, there 
is a broad consensus, also from academic, political and industrial perspectives, with regard to the 
need for more sustainable tourism (Gössling et al., 2012), which requires the participation of all 
stakeholders involved. 
According to Adongo, Taale & Adam (2018), tourism becomes a means of understanding the 
relationships between tourists and the other relevant parties, the responsibilities derived from each of 
said relationships, and the means of taking advantage of these relationships to benefit an empathetic 
sustainability. They conceptualize sustainable development in tourism as a means of tourism in which 
the interested parties experience strong positive feelings and commitment with the well-being of the 
local population, the preservation of natural resources and an improved tourism experience. 
Finally, the United Nations Environment Programme (UNEP, 2005) and the World Tourism 
Organization (UNWTO, 2005) maintain that sustainable tourism is that which takes into account 
current and future economic, social and environmental impacts, to satisfy the needs of visitors, local 
industry and the host communities. Therefore, sustainable development in the area of tourism should 
satisfy the distinct participants involved in the same (Adongo et al., 2018), creating economic 
opportunities, socio-cultural benefits and ensuring environmental preservation (Domínguez-Gómez 
& González-Gómez, 2017; Nickerson, Jorgenson & Boley, 2016). In other words, the destination 
should offer a satisfactory experience to the tourist, maximizing profits for the private sector, 
generating development for the local community, guaranteeing environmental preservation and 
institutional sustainability (Ko, 2005; Moeller, Dolnicar & Leisch 2011; Pulido-Fernández et al., 
2015) 
2.2.    Sustainability and tourism taxation 
Sustainable tourism is, therefore, the result of an efficient management and use of resources to 
satisfy environmental, economic and socio-cultural needs of the current and future generations 
(Bramwell, Higham, Lane & Miller, 2017). However, oftentimes, tourism activity negatively impacts 
the following three dimensions: economic, social and environmental (Aguiló, Barros, García & 
Roselló, 2004; McIntosh & Goeldner, 1990), leading to a debate as to the sustainability of the tourism 
destinations and the difficulty of guaranteeing this sustainability without financial support (Hughes, 
1995). 
In the case of consolidated tourism destinations, one of the main goals is to seek new financing 
formulas that ensure a level of income that is in line with the increased financial effort made given 
the volume of competencies to be assumed. Thus, tax-based instruments have been created for 
tourism, since destinations have the capacity to establish their own taxation system. This is considered 
an effective tool to ensure competitiveness and sustainability, potentially minimizing the negative 
impact caused by tourism activity. 
Public intervention, through the creation of taxes and/or public fees for tourism activities, has 
been carried out on numerous occasions as an instrument to tackle certain problems derived from 
tourism development (Gooroochurn & Sinclair, 2003; Oom do Valle, Pintassilgo, Matias & André, 
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2012). This activity has been taxed since its inception to increase income, compensate for the costs 
resulting from the public provision of goods and services, correct market flaws or negative 
externalities caused by the tourism activity (Gago, Labandeira, Picos & Rodríguez, 2009; 
Gooroochurn & Sinclair, 2005; Ponjan & Thirawat, 2016; Ryan, 2002), etc. In addition, taxation may 
be used for other purposes, such as the creation of employment, the promotion of economic 
development, environmental protection, the promotion of the destination, etc. (OECD, 2014).  
Therefore, the need to distribute the costs associated with tourism activity has been justified by 
the creation of specific figures (Cetin, Alrawadieh, Dincer, Istanbullu & Ioannides 2017) that are 
collected directly from the activity (Litvin, Crotts, Blackwell & Styles, 2006), and thereby ensure an 
extra-fiscal purpose, whose objective is to improve the product (Cetin et al., 2017) and, as a result, 
the tourism experience, such as by offering greater sustainability to the tourism destination. 
Therefore, tourism taxation acts as a corrective mechanism and a substitute for the hypothetical price 
of goods and services consumed by tourists (Gago et al., 2009; Pastor, 2016), having the objective of 
re-establishing the economic effectiveness of the destination (Clarke & Ng, 1993). 
2.3.    Willingness to pay, sociodemographic factors and travel characteristics 
The financial insufficiency that characterizes the consolidated tourism destinations has led to 
the growing debt of the same, caused mainly by investment expenses and the financing of some of 
the current and financial expenses within the framework of the competencies assumed (Vallés, 2002). 
In a context of necessary goods and service provision by the public sector, Costa (2003) highlighted 
a major concern over the recurrent budgetary deficit of tourism destinations as a result of the expenses 
derived from the provision of tourism goods and services which exceed the income resulting from 
said activity for the public sector (Secretariat General for Tourism, 2008). This situation leads to 
decreases in quality of local public services, as well as a lower well-being of the local population. 
Therefore, the quality of tourism services is a determinant factor in the tourism experience (Cetin et 
al., 2017).  
It is justifiable to explore the main beneficiaries of tourism activity and, from a perception of 
equity, tourists’ willingness to contribute to the creation, maintenance, improvement and enjoyment 
of the tourism experience, as well as the amount of the tourist payment and the recipient of the same. 
Therefore, Stapel (1972) defined the equity in a fee or price as the psychological perception of that 
which is just or correct. The concept of perceived equity is a concept used in scientific literature for 
tourism to address the assignment of public resources (Buckley, 2003).  
In the field of tourism, willingness to pay (WTP) has frequently been used as a means of 
estimating the value of non-marketable goods, according to the assumptions of rational choice and 
maximization of usefulness (Reynisdottir, Song & Agrusa, 2008), with the literature focusing on 
identifying, in distinct contexts, both the factors determining said payment preference, as well as the 
amount tourists are willing to pay (Chen, Zhang & Nijkamp, 2016). In addition, in accordance with 
Harrison (1992), tourists’ willingness to pay in a certain context does not differ from any type of 
consumer spending part of his/her money on the purchase of products or contracting recreational 
activities that are intended to increase consumer satisfaction. 
Numerous works have included tourists’ WTP in very distinct contexts, including tourist 
payment of an additional quantity (premium price) to improve product quality and/or the experience 
enjoyed at the destination (Bigné et al., 2008; Choong-Ki et al., 2019; Laarman & Gregersen, 1996; 
Mgxekwa et al., 2018; Miller, 2003; Veréb & Azevedo, 2019), natural attractions (Reynisdottir et al., 
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2008), recreational activities in the outdoors (Asafu-Adjaye & Tapsuwan, 2008), conservation and 
management of natural resources (Casey, Brown & Schuhmann, 2010; Piriyapada & Wang, 2015), 
ecological tourism (Cheung & Jim, 2014; Hinnen, Hille & Wittmer, 2017), sustainable destinations 
(López-Sánchez & Pulido-Fernández, 2014), climate change (Araña, Carmelo, Moreno-Gil & 
Zubiaurre, 2013) and even to maintain or improve the quality of the tourism product (Laarman & 
Gregersen, 1996; Miller, 2003).  
WTP has been considered to be a dependent variable that is explained, to a greater or lesser 
extent, by a set of sociodemographic and psychographic factors (Choi, 2013; Jurado-Rivas & 
Sánchez-Rivero, 2019; Liu et al., 2019; Rahimi, 2011; Reynisdottir et al., 2008; Seetaram, Song, Ye 
& Page, 2018) found in the tourist, as revealed in Table 1. 
Table 1.  
Psychological and sociodemographic factors influencing the WTP (literature review) 
Psychographic factors Literature 
Environmental awareness Carlsson & Johansson-Stenman (2000); Reynisdottir et al. (2008) 
Moral responsibility Choi & Ritchie, (2014) 
Transparency and public credibility Juvan & Dolnicar, (2014); Polonsky, Grau & Garma (2010) 
Sociodemographic factors Literature 
Income level Garrod & Fyall (2000); More & Stevens (2000); Reynisdottir et al. (2008) 
Nationality Davis & Tisdell (1998); Reynisdottir et al. (2008): Schroeder & Louviere (1999) 
Age Daniere & Takahashi (1999); Kostakis & Sardianou (2011); Van Liere & Dunlap 
(1980) 
Education level Alves, Benavente & Ferreira (2014); Bowker, Cordell & Johnson (1999); Halkos & 
Matsiori (2012); Reynisdottir et al. (2008) 
Gender Arcury et al. (1987); Kostakis & Sardianou (2011) 
Profession Rose et al. (1995) 
Source: Author’s own creation. 
As indicated in Table 1, certain authors have considered psychographic factors as explanatory 
in willingness to pay. However, for the purposes of our study, all of the collected factors have not 
been directly included in the previous table – only considering those factors related to transparency 
and public credibility-, with this narrowed listing being a noted limitation of our work. In contrast, 
As López-Sánchez & Pulido-Fernández (2017) noted, certain other travel characteristics (reason for 
travel, duration of stay, repetition of the visit, travel companions, type of lodging, professional 
category) fail to appear in the literature explaining WTP; and yet they are considered by researchers 
to be explanatory variables in tourism spending.  
In addition, in the area of economy of tourism, the price of the non-marketable goods has been 
the subject of study (Piriyapada & Wang, 2015; Reynisdottir et al., 2008), using the WTP, both to 
compensate for negative externalities generated by the activity, as well as to obtain certain marginal 
benefits (Seetaram et al., 2018). The establishment of taxes and public fees related to tourism activity 
may lead to an increase in prices as well as an increase in public collection derived from the creation 
of said figures. However, the effects in terms of welfare are not very clear. While many studies have 
highlighted that the implementation of tax figures is not appropriate (Divisekara, 2001; Durbarry & 
Sinclair, 2001; Hiemstra & Ismail, 1992), other studies recommend that they be established (Blake, 
2000; Bonham, Fujii & Mak, 1992; Gooroochum & Sinclair, 2005). In any case, the loss (or not) of 
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welfare depends on the elasticity of the demand for each tourism product (Tisdell, 1983), with it being 
possible to reduce the negative effects of taxes and/or public fees if they are appropriately imposed 
(Clarke & Ng 1993), if the tourist understands and/or agrees with both the purpose and the benefits 
of the same (Williams, Vogt & Vittersø, 1999) and of transparency and public credibility (Juvan & 
Dolnicar, 2014). 
3. METHODOLOGY 
This study, from an economic perspective, has the objective of determining tourists’ willingness 
with regard to the establishment of taxes and/or public fees that permit the financing of policies to 
offer increased sustainability to the destination and to simultaneously improve the tourism experience. 
The study was carried out in Andalusia, a consolidated tourism destination – which in 2019 received 
a total of 32,476,854  tourists, of which 12,633,644  were foreigners (IECA, 2020)- and which is a 
clear example of the sun and beach tourism specialization – without prejudice to the importance of 
the region’s cultural, rural, health and other tourism types-. 
To achieve our study objective, which, on the one hand, is to identify the sociodemographic 
variables and travel characteristics influencing tourists’ WTP, and, on the other hand, to determine 
the impact of a price increase resulting from the establishment of taxes and/or public fees linked to 
tourism activity on tourism demand, the means of obtaining our data is detailed below, including a 
specification of the statistical models that were applied. 
3.1.    Data collection 
In light of the impossibility of identifying the study subject (all tourists visiting Andalusia), 
probability sample has been carried out, in which the sole selection criteria is having spent at least 
one night in any of the destinations of the Andalusia region.  
The sampling process has been approached through a Time Location Sampling (TLS) design 
as in De Cantis & Ferrante (2011). TLS attempts to recruit respondents in places and times where 
they would be reasonably expected to gather. The sampling framework consists of venue-day-time 
units (VDT) – also known as time-location units- which represent the potential universe of venues, 
days and times.  The units of interest were represented by foreign tourists leaving Andalusia where 
we collected information related to the entire period of time spent in Andalusia. As for the TLS 
design, we have selected all airports and the three high-speed train stations in Andalusia. The period 
covered by the survey was July to October, during which a large percentage of tourists visiting 
Andalusia are concentrated. The specific TLS implementation was treated as a two-stage stratified 
sampling design with un-equal selection probabilities for the first-stage units, and with constant 
selection probabilities for the second-stage units. Finally, the first-stage units were constituted by the 
combination of places, days and hours and the second-stage units were constituted by tourists, who 
were selected within the first stage units through a systematic selection procedure. 
More specifically, 1,068 interviews were carried out by tourists. This sample, upon eliminating 
any interviews with incomplete data, was made up of a total of 983 interviews (sampling error: 3.1%; 
confidence level 95%; p = q = 0.50). As seen in Table 2, the total distribution of interviews conducted 
was based on the tourist’s point of departure from Andalusia criteria (Andalusian airports and 
Andalusian high-speed train stations), maintaining the proportionality in the number of interviews 
with respect to the total number of passengers received in both transport means. 
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Table 2.  
Distribution of interviews by port of departure 
 
Total travelers Proportion Interviews  
Total plane and train passengers 38,259,350 1.00 1,068 
Traffic of Andalusian plane passengers 28,693,606 0.75 801 
Malaga airport 19,021,704 0.66 531 
Seville airport 6,380,465 0.22 178 
Almeria airport 992,043 0.03 28 
Jerez airport 1,133,621 0.04 32 
Granada-Jaen airport 1,126,389 0.04 31 
Algeciras heliport 31,129 0.00 1 
Cordoba airport 8,255 0.00 0 
Total number of (high speed) train travelers in Andalusia  9,565,744 0.25 267 
Seville 4,384,100 0.46 122 
Malaga 3,191,800 0.33 89 
Cordoba 2,833,000 0.21 56 
Source: Author’s own creation based on AENA (2019) data and information provided by Renfe, upon request, on the 28 th of March 
2019 (JCA file -0331-2019). 
1,068 interviews were carried out (of the total interviewed, 10.2% of the tourists reside in 
Andalusia, 40.3% in another part of the country, 34.7% in the European Union and 14.8% in the rest 
of the world) and consisted of two blocks of questions: 
o One first block, classifying the tourist based on sociodemographic variables (income, age, 
education level, gender, etc.) and travel characteristics (travel companions, duration of stay, 
purpose of the travel, frequency of visit, type of lodging, place of origin, professional activity, 
occupational group, etc.). 
o A second block relating to the tourist experience in Andalusia (possibility of improving the 
experience, WTP both to improve the experience and to contribute to an improved 
sustainability of the destination and maximum amount that they are willing to pay). 
3.2.    Logistic regression 
Logistic regression models are commonly used to build a model from a linear predictor of the 
probability of the occurrence of an event (Kostakis, & Sardianou, 2011; López-Sánchez & Pulido-
Fernández, 2017). In our study, it was proposed that this type of regression model be used in order to 
predict the probability of a positive WTP. The multivariate logistic model (or logit) expresses the 
probability that the tourist is willing to pay, based on sociodemographic variables and travel 
characteristics that serve as independent variables (Greene, 1997). 
The logistics model expresses the odds (defining the odds as the ratio between the probability 
of a tourist being willing to pay and the probability of a tourist not being willing to pay) as an 
exponential function of the independent variables: 
𝑝
1−𝑝
= 𝑒𝛽0+𝛽1𝛸1+𝛽2𝛸2+.........+𝛽𝑛𝛸𝑛     (1) 
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Where p is the probability of being willing to pay and Xi (i=1, 2,…,n) are the independent 
variables (demographic characteristics and travel characteristics). The βi are the regression 
coefficients, to be estimated in the analysis. Note that an equivalent way of writing the equation is: 
𝑝
1−𝑝
= 𝑒𝛽0𝑒𝛽1𝛸1𝑒𝛽2𝛸2 . . . 𝑒𝛽𝑛𝛸𝑛        (2) 
So, the unit increase of a specific factor Xi – or the presence of a factor with respect to the 
absence in the case of dichotomous factors-, multiplies the odds by the value. Thus, the significant 
influence of a factor is measured in terms of the variation produced in the odds. For the quantification 
of the goodness of fit provided by the model, the probability of the results of the sample are studied, 
assumptions of the estimated parameters and plausibility. 
Therefore, the following statistic was used: -2 log likelihood (-2LL); if -2LL is zero, the fit is 
perfect. Another measure of goodness of fit is Nagelkerke’s R2 coefficient, which is an interpretation 
of the % of variance that is explained. In parallel, the Hosmer-Lemeshow test contrasts the calibration 
of the model, that is, the degree to which the predicted probability adjusts to reality. 
3.3.    Decision tree 
Given the limitations found in the logistic regression models in terms of over adjustment with 
co-linearity, if we do not consider the interaction between the endogenous variables, it will be 
convenient to compare and complement the regression technique with the so-called decision tree 
regression, for classification purposes, to explain the categories of the response variable.  
A decision tree is a type of supervised learning algorithm that is used for classification and 
regression tasks in complex databases. In addition, decision trees take into account the interaction 
relationship between the explanatory variables, via conditioning (Hothorn, Hornik & Zeileis, 2006). 
In our specific case, it corresponds to an econometric regression analysis between the WTP (an 
exogenous variable) and certain sociodemographic variables and travel characteristics (endogenous 
ones). 
The advantages of the decision trees include a clarification of the results, the understanding of 
the interaction between the variables and the potential application to massive data. In our work, 
conditional inference decision trees are used (Hothorn et al., 2006), presenting advantages as 
compared to the classic decision trees. 
Conditional inference decision trees estimate the relationship between variables through a 
recursive partition in an area of conditional inference. The algorithm functions as follows (Molnar, 
2013): 
1) It tests the null hypothesis of independence between the explanatory variables and the 
explained variable through a permutation test for each explanatory variable. The partitioning 
process ends if the null hypothesis cannot be rejected. Alternatively, the variable having the 
greatest association is selected and this association is measured using the p-value of a partial 
test between each explanatory variable and the explained variable. The one with the lowest p-
value is selected. 
2) A binary partition is made for the selected variable.  
3) Steps 1) and 2) are recursively repeated. 
The implementation used for step 1 is based on the permutation test developed by Strasser and 
Weber (1999). The stop criterion in step 1 is based on the p-value adjusted by the Bonferroni method. 
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3.4.    Elasticity of the demand 
To measure the impact of a price, increase due to the establishment of taxes and/or public fees 
on the demand of tourists visiting Andalusia, the price-demand elasticity was calculated. 
Where Q is the demand and P the price; elasticity of the demand is Ed, corresponding to a 










.                                   (1)     
Mathematically, the expression (1) measures the percentage variation of the demand with 
respect to a percentage variation in the price of the demanded product. This calculation corresponds 
to a curve and a value will be obtained as the price increases.  
However, for the previous calculation, it is necessary to have a theoretical curve that relates 
demand and price. However, using pairs of sampling points, relating prices and demands, permits the 




,                              (2)  
Where the pairs (Pi, Qi), i=1,2, represent the price and the demand in the situation i, i=1,2. 
Therefore, the elasticity based on the mean point measures the variation in the demand upon 
increasing the price from P1 to P2.  
The use of the mean point permits a symmetrical interpretation. Based on the previous 
expressions, it may be deduced that the elasticity values will normally be negative, given that, based 
on the classic law of demand, an increased price corresponds to a lower demand.  
Finally, it should be noted that the payment percentage over the budget is a new variable that is 




𝑥100.   (3) 
4. RESULTS  
Of a total of 1,068 tourists interviewed (using a Likert scale from 1 to 7), 904 (84.7%) declared 
that there is room for improvement in the tourism experience that they are enjoying in Andalusia – 
values 5, 6 and 7 on the Likert scale-, while the remaining 15.3% believe that their experience cannot 
be improved – values 1, 2 and 3 on the Likert scale-.  
As seen in Table 3, observing the correlations (Spearman’s Rho) between the room for 
improvement of the tourism experience and the options by which they could be improved, it was 
concluded that the improvement of the infrastructures, in general, is the option that most conditions 
the opinion that it is necessary to improve the tourism experience – having the highest correlation, 
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Table 3.  
Options for improving the tourism experience 
 
Valid N Mean Standard d. Minimum Median Maximum Correlations 
How much could the tourism experience that 
you are enjoying be improved? 
1068 5.61 1.25 1.00 6.00 7.0  
General infrastructure (public transport, safety, 
cleanliness, crowding, traffic, etc.) 
904 5.55 1.32 1.00 6.00 7.0 .405 
Touristic infrastructure (preservation and 
maintenance of tourism attractions, emblematic 
buildings, the environment, etc.) 
904 5.45 1.40 1.00 6.00 7.0 .218 
Tourism services (cultural and leisure offering, 
tourism lodging, tourist information services, 
Internet connection, etc.) 
904 5.63 1.29 1.00 6.00 7.0 .259 
Wellbeing of the population (safety, cleanliness, 
waste collection, public service provision, etc.) 
904 5.36 1.51 1.00 6.00 7.0 .235 
Source: Author’s own creation. 
In addition, and in order to determine the willingness to pay by the tourist, the following 
question was asked to the 1,068 tourists making up the sample:  Would you be willing to pay an 
additional quantity, both to improve your tourism experience (more and better infrastructures, public 
services, tourism services and increased wellbeing of the resident population) and to improve the 
sustainability of the destination (to minimize the negative impact of tourism activity, such as waste 
generation, contamination, congestion in tourism interest sites, saturation in certain services, 
environmental, heritage and architectural degradation, preservation of local traditions and culture, 
increase of the cultural and artistic offering, more and better economic opportunities for the local 
population and companies?  
Of the interviewed individuals, 75.3% would be willing to pay a certain additional amount in 
order to improve their tourism experience (more and improved infrastructures, public and tourism 
services), to minimize the negative impacts of the tourism activity (waste generation, pollution, 
overcrowding in sites of touristic interest, saturation of certain services, environmental, patrimonial 
and architectural degradation, etc.) and to expand upon the cultural and artistic offerings.  
The remaining 24.7% believed that the additional payment would only serve to increase the 
entity’s income, that the entity will spend money as it deems most useful and that nothing will change. 
As for the amount that the tourists are willing to pay, 75% of those interviewed (804) were willing to 
pay to improve the tourism experience, with 5.16€ (±2.00€) being the mean maximum daily amount 
that they would be willing to pay. 
4.1.    Factors relevant to the WTP, with regard to taxes and/or public fees 
4.1.1. Identification via the binary logistic regression 
To identify which factors are relevant to the WTP with respect to taxes and/or public prices that 
permit the financing of policies that will offer improved sustainability to the destination and which 
will simultaneously improve the tourism experience, a prediction model has been calculated, on a 
random sub-sample of 90% of the total sample, subsequently validated on the remaining 10%. 
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Table 4. 




Wald gl Sig. Exp(B) 95% CI for EXP(B) 
Lower Upper 
 AGE: under 18 (Ref. cat.)   34.679 6 .000    
18 to 24 1.213 .850 2.036 1 .154 3.362 .636 17.789 
25 to 34 1.953 .867 5.073 1 .024 7.050 1.288 38.570 
35 to 44 2.038 .872 5.464 1 .019 7.673 1.390 42.362 
45 to 54 2.347 .873 7.226 1 .007 10.457 1.889 57.898 
55 to 64 2.613 .878 8.860 1 .003 13.643 2.441 76.250 
over 65 .565 .896 .398 1 .528 1.760 .304 10.189 
COMPANIONS: Family (Ref. cat.)   11.606 2 .003    
Friends -.297 .246 1.455 1 .228 .743 .458 1.204 
Alone -1.885 .562 11.244 1 .001 .152 .050 .457 
LODGING: Hotel lodging (Ref. cat.) 
  
9.365 4 .053 
   
Camping -.286 .426 .451 1 .502 .751 .326 1.731 
Hostel -.615 .353 3.024 1 .082 .541 .271 1.081 
Tourism apartment -.272 .293 .862 1 .353 .762 .429 1.353 
Others -.949 .336 7.995 1 .005 .387 .200 .747 
INCOME: Less than 12,000€ (Ref. cat.) 
  
40.701 8 .000 
   
12,001 € to 15,000 € -.092 .452 .041 1 .839 .912 .376 2.214 
15,001 € to 20,000 € .793 .433 3.354 1 .067 2.209 .946 5.159 
20,001 € to 25,000 € 1.433 .395 13.174 1 .000 4.189 1.933 9.080 
25,001 € to 30,000 € .978 .392 6.224 1 .013 2.660 1.233 5.737 
30,001 € to 35,000 € 1.565 .473 10.959 1 .001 4.784 1.894 12.085 
35,001 € to 40,000 € 2.245 .559 16.150 1 .000 9.445 3.159 28.236 
40,001 € to 50,000 € 3.040 .804 14.317 1 .000 20.912 4.330 101.005 
Over 50,000 € 2.220 .821 7.313 1 .007 9.203 1.842 45.974 
BUDGET € .023 .005 21.072 1 .000 1.023 1.013 1.033 
Constant -3.138 .855 13.468 1 .000 .043   
Source: Author’s own creation. 
The area under the curve (AUC) of the training sample reaches a value of 0.880, which may be 
considered optimal, given that the values of AUC that are close to 1 or 0 indicate that the test is 
adequate or not adequate, respectively; while values close to 0.5 indicate that the usefulness of the 
test is no better than chance.  
The AUC of the validation sample reached a value of 0.839, which can also be considered 
optimal. Sensitivity, specificity, VP+, VP-, both for the training sample (90.3%, 61.8%, 88.1%, 
67.0%), as well as the validation sample (89.8%, 60.5%, 89.2%, 61.9%), confirm that the prediction 
model is excellent, transposable and has high quality indices (>85% in the detection of positive WTP 
and >60% in the detection of negative WTP). 
So, the factors that were found to be relevant in the WTP with regard to taxes and/or public fees 
that permit the financing of policies that would offer increased sustainability to the destination and 
simultaneously improve the tourism experience are: age, travel companions, type of lodging, income 
and daily budget for the travel.  
Factors such as gender, education level, purpose of the trip and professional category were 
relevant in the WTP in a prior bivariate analysis. However, subsequently, when included in the 
prediction model in which all of the factors acted together, they were found to be irrelevant. Other 
factors such as the duration of the stay, frequency of the visit and place of origin were not found to 
be relevant in either analysis. 
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The model has an optimal R2 of 52.5%. The Hosmer-Lemeshow test revealed a Chi2 value of 
5.819 and a p-value of 0.667 (the Hosmer-Lemeshow statistic indicates a poor fit if the significance 
value is less than 0.05), therefore, the model adequately fits the data. 
4.1.2. Confirmation via decision trees 
To expand the identification of the factors relevant in WTP, with regard to taxes and/or public 
fees that permit the financing of policies to provide increased destination sustainability and to 
improve the tourism experience, decision trees have also been used.  
Therefore, the sociodemographic variables and travel characteristics of a total of 1,068 tourists 
interviewed were measured, as defined in the previous section. To do so, a bivariate study was 
conducted which revealed that 85 surveys from the tourists were missing some data with reference to 
the variables of this model. 
In this case, the study focuses only on those individuals having all measured variables. With 
the database (983 individuals) training and validation sets were created. The training set was created 
by 90% of the database, with the decision trees being applied to the training set. These techniques 
shall be validated afterwards with the validation set (10% remaining of the database). Table 5 shows 
the coding of the relevant variables.  
Table 5.  
Coding of the relevant variables in decision trees 
Variable Coding 
Income (thousands of euros) 1 (less than 12), 2 (between 12 and 15), 3 (between 15 and 20), 4 (between 20 and 25), 5 
(between 25 and 30), 6 (between 30 and 35) 7 (between 35 and 40), 8 (between 40 and 50), 9 
(over 50) 
Age (years) 1 (under 18), 2 (between 18 and 24), 3 (between 25 and 34), 4 (between 35 and 44), 5 (between 
45 and 54), 6 (between 55 and 64), 7 (over 65) 
Gender 1 (male), 2 (female) 
Education 1 (no education), 2 (primary school), 3 (high school), 4 (higher education) 
Budget (euros) * continuous 
Source: Author’s own creation. 
Figure 1 shows the decision tree for the WTP variable with respect to taxes and/or public fees 
that would permit the financing of policies to offer improved sustainability to the destination and to 
simultaneously improve the tourism experience, through the variables with the most significant 
association: income, budget, studies, age and gender. 
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Figure 1.  
Decision tree variables relevant to the willingness to pay 
 
Source: Author’s own creation. 
As seen in Figure 1, the root node contains the income variable, which is the one that best 
groups in terms of association (dependence) to the WTP variable. In general, the WTP has a direct 
relationship with income and budget. It should be noted that, based on these two variables, there is 
an interaction with gender, age and education level. 
Similarly, the tree clearly shows the effect of gender on certain extreme groups, with men 
having a greater likelihood of paying. Therefore, men between the ages of 25 and 54, with a budget 
that is less than or equal to 60 euros and with low incomes, have a high propensity to pay, while 
females having these same conditions have a low likelihood. 
It is also observed that, in general, the youngest are grouped with the oldest, for low and high 
incomes, and tend to collectively have a low WTP. It is also important to note that education level 
influences for high incomes, with university graduates having a higher WTP. Otherwise, apart from 
the previously mentioned exceptions, the likeliness to pay is very closely associated with the income 
of the individuals and the budgets that they manage. 
In this case, the prediction capacity of the tree is measured using the ROC curve and the area 
under the curve (AUC). For the training set, there is an AUC=0.8515, whereas for the validation set 
the AUC=0.8186. It should be recalled that for the logistic regression, an AUC=0.88 is obtained in 
the training set and an AUC=0.839 in the validation set1. 
4.2.    Determination of the amount to pay regarding the taxes and/or public fees 
Having analyzed the WTP variable, below we analyze how much tourists are willing to pay 
with respect to the taxes and/or public fees that permit the financing of policies that would offer a 
greater sustainability to the destination and that would, simultaneously improve the tourism 
 
1To verify whether or not statistical differences exist between the two techniques (logistic regression and decision trees), 
a contrast should be carried out for the hypothesis of differences in ROC curves, which shall be discarded, recommending 
the use of a decision tree, given the simplicity in its implementation and the easy results interpretation. 
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experience. Therefore, decision trees have also been used. To achieve this objective, the following 
categories have been created: 
o Category A: individuals that are not willing to pay, or that are willing to pay 0 euros (216 
individuals). 
o Category B: individuals that are willing to pay between 1 and 4 euros (249 individuals). 
o Category C: individuals that are willing to pay 5 or 6 euros (252 individuals). 
o Category D: individuals that are willing to pay over 6 euros (167 individuals). 
This division has been used, since it divides the sample approximately according to the quartiles 
of the distribution of the WTP variable, taking into account the value of zero euros as a discreet value, 
see Figure 2. 
Figure 2.  
Bar graph of the amount to pay 
 
Source: Author’s own creation. 
This variable has been represented via a bar graph since the amount that tourists are willing to 
pay has been discretized. In the bar graph, we find that the value 0 euros is overvalued; so, all tourists 
that are unwilling to pay are accumulated in this category. It is also observed that the distribution of 
the quantity to be paid is slightly asymmetric to the right, as analyzed subsequently in the elasticity 
analysis. It should be recalled that the average of the WTP, conditioned to those who are willing, is 
5.16 euros. An analysis of the quantity that tourists are willing to pay has been proposed, using a 
decision tree that attempts to explain the four previously defined categories. The database has been 
filtered in order to eliminate the WTP variables and the amount which, evidently, will fully explain 
the defined categories. Therefore, Table 6 shows the coding of the relevant variables and Figure 3 
reveals the corresponding decision tree. 
Table 6.  
Coding of relevant variables in decision trees for the quantity to pay 
Variable Coding 
Companions 1 (family), 2 (friends), 3 (alone) 
Accommodation 1 (hotel), 2 (camp site), 3 (hostel), 4 (tourism apartment), 5 (others) 
Place of origin 1 (Andalusia), 2 (Spain), 3 (European Union), 4 (rest of the world) 
Purpose of the trip 1 (sun/beach), 2 (interior), 3 (cultural), 4 (family), 5 (golf), 6 (health and wellbeing), 7 
(meetings and congresses), 8 (nautical), 9 (cruise ship), 10 (nature), 11 (wine/gastronomy), 12 
(languages), 13 (snow) 
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Figure 3.  
Decision tree for the quantity variable 
 
 
Source: Author’s own creation. 
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Once again, the income and budget variables appear as the root and first branches of the tree, 
indicating that they are the variables having the greater association with the quantity to be paid by the 
tourists. In addition, the tree structure has changed with respect to the WTP variable. Now, new 
explanatory variables appear for the individual’s behavior in terms of paying an additional quantity: 
origin, companions, accommodation and purpose of the trip. This is because these variables tend to 
distinguish between tourists having a distinct intensity of WTP. 
As shown with the WTP variable, younger individuals and the retired appear to be the least 
willing. As for age, it is curious to note that, of the sub-group with low incomes and budgets, 
individuals aged 45 to 64 are willing to pay between 1 and 4 euros. Finally, observing the tree, 
companions, purpose of trip and accommodation all influence in clear groupings. As for companions, 
there is a divide between alone and accompanied, with respect to the purpose that is somewhat linked 
to elite tourism. On the one hand, golf, nautical, congresses and gastronomy and rest. Finally, 
accommodation also has an influence on groups in the high budget, dividing between camp sites and 
hostels and the others.  
4.3.    Elasticity of demand with respect to price increases derived from the establishment of 
taxes and/or public fees 
As indicated above, a total of 804 interviewed tourists (75.28%) revealed a positive WTP, while 
264 (24.72%) revealed a negative WTP. The literal interpretation of this data implies a decrease in 
tourist inflow of approximately 25% in the face of a supposed price increase. As for the maximum 
quantity that tourists (who are willing) will pay, Table 7 offers a statistical summary. 
Table 7.  
Statistical summary of additional quantity 
N Average Stan. Dev. C. Var. Min. Max. Bias Kurtosis Conf. Int. (95%) 
804 5.16 2 38.73% 1 15 3.74 2.51 5.02 5.30 
Source: Author’s own creation. 
It has been verified that the values do not have a bell-shaped distribution. The actual distribution 
tends to be asymmetrical to the right, reflecting the fact that over 50% of the values have scores that 
are higher than the mean value. This indicates the existence of groups of tourists, quite uncommon, 
with a high willingness to pay. In addition, a somewhat high kurtosis demonstrates atypical values in 
the tails, once again suggesting the existence of tourists that have a high willingness to pay. Finally, 
it should be noted that the payment percentage over the budget is a new variable (Table 8 provides a 
statistical summary of the variable expressed in (3)).  
Table 8.  
Statistical summary of the payment percentage over the budget 
N Average Stan. Dev. C. Var. Min. Max. Bias Kurtosis Conf. Int. (95%) 
804 5.56 1.97 35.40% 1 18.18 9.23 17.00 5.42 5.70 
Source: Author’s own creation. 
Observing the bias (reference between -2 and 2) and the kurtosis (reference between -2 and 2) 
it may be verified that the values do not follow a bell-shaped distribution. This distribution tends to 
be very asymmetric to the right; therefore, over 50% of the values will have scores that are higher 
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than the mean value. This data once again indicates the existence of quite atypical groups, but having 
a high WTP with regard to their budget. This data is in line with the study presented in Table 7 for 
the additional quantity, but with a greater asymmetry for the budget. 
In addition, a very high kurtosis reveals atypical values in the tails, once again offering evidence 
of the existence of groups of tourists with a high WTP. Finally, we note that values exceeding 12% 
budget increase begin to reveal anomalies as compared to the “regular behavior”.  
Figure 4 demonstrates the effect of a price increase over the percentage of the budget. The 
accumulated percentage of tourists lost due to a supposed rise by percent of budget – considered the 
asset price- is presented. In mathematical terms, the percentage calculation consists of graphing the 
percentiles of the variable while taking into account that the “zero percent” value accumulates 24.72% 
of the tourists. 
Figure 4. 
 Curve of demand vs % tourists vs. increase % budget 
 
Source: Author’s own creation. 
Figure 4 is a quite real approximation of the demand curve. It may be observed that the changes 
of values in the ordinate axis represent tourists who permit a similar rise with respect to their budget, 
i.e., with respect to how they acquire the product. In Table 9, the elasticity calculation is shown for 
the demand curve given in Figure 4, considering the expression (2). The intervals in the first row 
inform of a percentage rise of the price counted from the first interval value to the second. For 
example, the 4-5 interval indicates that a rise of 1% in the payment percentage over the tourist’s 
budget, from 4% and up to a maximum limit of 5%, implies an elasticity of -1.02. 
Table 9.  
Demand curve elasticities 
% 0-1 1-2 2-3 3-4 4-5 5-6 6-7 7-8 8-10 10-12 12-14 14-18 
Ed -0.14 -0.02 -0.16 -0.34 -1.02 -2.50 -3.79 -5.84 -4.71 -6.19 -5.20 -7.70 
Source: Author’s own creation. 
 As expected, all values are negative, since an increase in the percentage value of the budget 
always leads to a decrease in demand. On the other hand, until approximately 5% of the budget 
increases, elasticity has an absolute value that is lower than 1, indicating a relatively inelastic demand. 
Theoretically, a very moderate increase in budget would not have devastating consequences. In this 
case, it should be noted that the tourist group with a null WTP, in practice, would permit a slight price 
increase. Obviously, the data only include intent. On the other hand, as of a 5% increase, elasticity is 
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This behavior is quite typical in tourism, since tourism assets have many substitute goods and 
a strong increase in price causes a decrease in demand. In these cases, the market tends to lower 
prices, not raise them, in order to increase earnings. Therefore, as for a price increase, tourists would 
accept a very moderate increase in line with the description of the question. 
5. DISCUSSION AND CONCLUSIONS  
Considering that tourism is an activity oriented to demand and that the price variable is one of 
the main factors when selecting a destination – given that there are alternatives capable of satisfying 
the same tourist motivations-, it is necessary for destination managers to know the tourism demand’s 
willingness to pay in advance as well as the sensitivity of the tourism demand in the case of a 
hypothetical implementation of fiscal instruments tied to the tourism activity.  
This would permit destination managers to make an estimation regarding the economic 
valuation resulting from the distinct resources and tourist attractions, mainly of public provision, such 
as determining the suitability of the creation of fiscal instruments. Given that the implementation of 
taxes and/or public fees without first carrying out an analysis of the main stakeholder of the tourism 
activity may turn this implementation into an unpopular measure for tourists, leading them to opt for 
alternative destinations and causing a subsequent decline in the resulting destination tourism flows. 
The results obtained from this study confirm the hypothesis that was initially proposed, which 
established that there are certain sociodemographic variables and travel characteristics of tourists 
visiting Andalusia that permit the identification of their willingness to pay and the amount that they 
would pay, both to improve their experience in the destination and to offer increased sustainability, 
with this demand being sensitive to the price increase resulting from the creation of taxes and/or 
public fees.  
Clearly, not all tourists travelling to Andalusia are willing to pay to improve their tourism 
experience, or to contribute to increased sustainability in Andalusia, as a tourism destination; in fact, 
one out of every four tourists interviewed demonstrated their rejection to pay any tax and/or public 
fee imposed by the tourism activity. Therefore, in light of our results, it is possible that this situation 
may be due to a lack of trust, information and/or transparency in terms of public management and the 
ultimate destination of the collected quantities, as stated in other past works, such as those by Juvan 
and Dolnicar (2014) or Polonsky et al. (2010).  
The sociodemographic factors been found to be determinant in willingness to pay coincide with 
the conclusions of past works (Garrod & Fyall, 2000; More & Stevens, 2000; Reynisdottir et al., 
2008); that is, the income variable is the one that best groups in terms of association to the willingness 
to pay variable, as found by other studies that concluded that tourists with lower income levels were 
more sensitive to price changes (More & Stevens, 2000; Reiling, Cheng, & Trott, 1992). Therefore, 
the income variable, along with daily budget, have an interaction with the other variables that have 
been found to be determinant; specifically, gender (Arcury et al., 1987; Kostakis & Sardianou, 2011), 
age (Daniere & Takahashi, 1999; Kostakis & Sardianou, 2011; Van Liere & Dunlap, 1980) and 
education level (Alves, Benavente & Ferreira, 2014; Bowker, Cordell & Johnson, 1999; Halkos & 
Matsiori, 2012; Reynisdottir et al., 2008). 
Considering the previously mentioned sociodemographic factors and travel characteristics, 
upon applying the logistic regression, five variables were selected having at least one significant 
category (age, companion, type of accommodation, income and daily budget); while, when applying 
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the decision tree, five variables were also found. Both techniques eliminated frequency, origin and 
stay as explanatory variables and found age, budget and income to be predictive variables. Both 
coincide that the retired and young individuals fit into one same category that is characterized by an 
unwillingness to pay. 
As for the amount that tourists are willing to pay as a result of the establishment of taxes and/or 
public fees that will increase product price, income and budget are once again the variables having 
the greatest association with the amount to be paid. However, unlike the willingness to pay variable, 
and in accordance with López-Sánchez & Pulido-Fernández (2017), there are new explanatory 
variables of tourist behavior in terms of paying an additional amount, including: origin, companions, 
accommodation and purpose of the trip. As for the place of origin variable, it is reasonable to assume 
that the willingness to pay an additional amount is greater in those individuals who have travelled to 
Andalusia from other regions, travelling greater distances. 
Second, as for the sensitivity analysis of the demand with respect to an increase in prices caused 
by the establishment of taxes and/or public fees, the calculation of elasticity highlights the sensitivity 
and heterogeneity of the demand of tourists visiting Andalusia in light of a hypothetical price increase.  
Therefore, the refusal to pay by 24.72% of the interviewees, suggests a decrease in tourist flows 
visiting Andalusia by almost 25% in the face of an eventual increase in prices. However, with an 
increase of approximately 5% of the daily budget per tourist, elasticity has an absolute value of less 
than 1, indicating a relatively inelastic demand. Therefore, theoretically, a very moderate increase in 
budget, up to this percentage, would have no significant consequences on the arrival of tourists. This 
is in line with past studies (Williams, Vogt & Vittersø, 1999) that have shown that if individuals do 
agree with the purpose for the payment, they are more likely to accept payment policies. 
The results, both on willingness to pay of tourists visiting Andalusia as well as factors 
determining this willingness to pay and sensitivity of the tourism demand, would permit responsible 
policies to determine if the necessary starting points exist to establish appropriate fiscal instruments 
that would permit the financing of public policies through which real progress towards sustainable 
management of tourism destinations could begin. Therefore, a real change that is focused on 
sustainability requires that major changes take place, both in attitudes and activities of the agents 
participating in the activity, as well as in the identity of the very tourism destination, establishing 
strategies of repositioning by investing in innovation and differentiation of the offer, which translates 
into memorable experiences in the destination, generates greater socioeconomic profitability for the 
same, and consolidating leadership over time as a unique, differentiated and responsible destination. 
Therefore, communication policies should be considered before establishing taxes and public 
fees linked to tourism activity, so that they may be accepted by tourists visiting Andalusia, having the 
ultimate objective of implementing strategies to improve both sustainability and the tourism 
experience of the individuals visiting Andalusia.  
However, there are certain limitations to the results obtained in this work, such as the lack of 
interviews carried out in other ports of departure, distinct from those analyzed, such as highway 
transport. The time period during which the interviews were completed by the tourists did not reach 
one calendar year and none of the questions include the identification of certain psychographic 
factors, such as environmental awareness and moral responsibility, which could have enriched our 
work. 
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Finally, as future lines of research, it would be interesting to explore the willingness to pay by 
tourist cluster, that is, by groups of individuals having similar characteristics; or tourists’ willingness 
to pay for specific taxes and/or public fees. 
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The maturity of the sun and beach tourism destinations, along with the sector’s growing 
competitiveness and evolving tourist habits, demands the implementation of a series of strategies to 
increase the sustainability of these destinations while improving the tourism experience. Therefore, 
the imposition of taxes and/or fees on distinct tourism activities has become a viable option for the 
financing of these policies. 
The objective of this study is to determine the amounts of taxes and/or public fees that tourists appear 
to be more willing to pay in order to improve the sustainability and experience of the tourism 
destination. It also attempts to identify the factors that determine tourists’ willingness to pay. The 
study was carried out in Andalusia, a prominently touristic region of southern Spain, which received 
32.4 million tourists in 2019. To do so, a survey was conducted on 1,068 tourists at the main tourism 
departure points of this region. 
First, the results identify the dimensions of taxes and/or public fees that tourists are more willing to 
pay, linked to environmental factors and tourism services. Second, the following factors were found 
to influence the tourists’ willingness to pay these taxes: purpose of the trip, income, budget and place 
of origin. 
Keywords: tourist tax, willingness to pay, sociodemographic profile, trip characteristics, 
sustainability, tourism destination. 
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1. INTRODUCTION  
The touristic specialization of many destinations focuses on coastal tourism, a form of mass 
tourism, that is better known as sun and beach tourism; in large part, this tourism development model 
has led to quite negative impacts on the territory where it is carried out, since the economic benefits 
generated by the tourism activity have been obtained at the cost of the environmental and socio-
cultural balance of the tourism destination (Drius et al., 2019). This situation has resulted in the 
deterioration of fragile environmental resources, especially coastal ones, causing an alarming 
situation (López-Sánchez & Pulido-Fernández, 2014) that has led to a decline in attractiveness and 
competitiveness (Manning, 1999), and potentially hindering its middle and long-term competition 
with other tourism destinations. 
Besides, for decades now, international tourism has been experiencing a period of 
transformation, increasing over recent years, and requiring that measures be adopted by destination 
managers to improve the destinations’ competitiveness and sustainability. On the supply side, the 
maturing tourism market has slowed growth rates and increased competition in the sector (García & 
Siles, 2015), due to the appearance of new destinations that may satisfy similar tourist motivations 
(Agarwal & Shaw, 2007; Richards, 2006). Furthermore, it can also be considered new problems in 
many destinations resulting from a disproportionately high influx of tourists – overtourism- (Oklevik 
et al., 2019), leading to overcrowding, environmental and cultural degradation and dissatisfaction, of 
both the tourist and the resident population (Seraphin et al., 2018).  
On the demand side, it is clear that the tourist profile has changed significantly over recent 
years. Today’s tourists are more complex and experienced and therefore, they demand more 
personalization, authenticity, and memorable experiences (Brandão et al., 2019). But there is also a 
growing concern amongst tourists with regard to potential environmental, social and cultural impacts 
caused by the tourism activity (Pulido-Fernández & López-Sánchez, 2016). Hence, the maturity of 
the tourism destinations requires that challenges be met, given the changes taking place in travel 
habits and behavior patterns, as warned even back in the 1990s (Perelli, 2011). This new scenario 
demands a more dynamic role on behalf of the public sector, which should attempt to promote new 
and more sustainable growth strategies that are based on gradual differential competitive 
repositioning. 
Therefore, the objective of this article is to determine the tourists’ willingness to pay (WTP) for 
taxes and/or public fees that permit the financing of policies to offer increased sustainability to 
destinations and to simultaneously improve the tourism experience. To achieve this objective, first, a 
multiple correspondence analysis will be performed to identify the taxes and/or public fees that are 
imposed on the tourism activity, and that tourists are more willing to pay. And, second, a regression 
analysis using conditioned inference decision trees will be performed, to identify which 
sociodemographic variables and trip characteristics influence tourists’ willingness to pay these taxes. 
The study was conducted in Andalusia, a predominantly touristic region of southern Spain that 
follows mainly the sun and beach tourism model, and which received 32.4 million tourists in 2019. 
For this, a survey was given to 1,068 tourists at the main tourism departure points of the region. 
In accordance with the proposed objectives, two hypotheses were established: i) there are 
certain taxes and/or public fees that tourists visiting Andalusia are more willing to pay and, ii) it is 
possible to identify certain factors – sociodemographic factors and trip characteristics- that condition 
the willingness of tourists to pay taxes and/or public fees when visiting this tourism destination. 
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The results of this study may assist policymakers and consolidated tourism destination 
managers in facing some of the problems related to sustainability, competitiveness and financing of 
tourism activities in these destinations, determining the appropriateness of establishing specific taxes 
that are related to tourism activity from the demand perspective. And, these results may be used for 
decision-making purposes in other destinations where tourism activity has a great effect on the local 
economy. 
2. THEORETICAL FRAMEWORK  
In the distinct works found in the scientific literature regarding tourism activity, willingness to 
pay (WTP) has often been used as a means of estimating the value of non-marketable goods according 
to the assumptions of rational choice and maximization of usefulness (Reynisdottir et al., 2008); 
compensating for the damage caused to public welfare through the negative externalities caused by 
the activity and permitting certain marginal benefits (Seetaram et al., 2018). 
Along these lines, tourists’ willingness to pay has been used in many studies related to tourism 
activity, analyzing the tourist’s WTP with regard to the preservation and/or protection of natural 
areas, environmental protection, sustainability of the tourism destination, or improvement of the 
tourism experience. Table 1 reveals details from studies that have analyzed the willingness of tourists 
to pay based on distinct tourism contexts. 
Table 1.  
Contexts of willingness to pay (literature review) 
Contexts Literature 
Preservation/protection of natural 
areas and biodiversity 
Casey et al. (2010); García-Llorente et al. (2011); Lindsey et al. (2005); Piriyapada & Wang 
(2015); Reynisdottir et al. (2008); Wilson & Tisdell (2003) 
Environmental protection Birdir et al. (2013); Dodds et al. (2010); Hedlund (2011) 
Outdoor recreational activities Asafu-Adjaye & Tapsuwan (2008); Chun-Hung, et al. (2019) 
Ecological tourism Chaminuka et al. (2012): Cheung & Jim (2014); Hinnen et al. (2017); Hultman et al. (2015) 
Sustainability of the destination Baddeley (2004); Cheung & Jim (2014); Lee (1997); López-Sánchez & Pulido-Fernández 
(2014) 
Climate change Araña et al. (2013); Bujosa & Riera (2019); Rodríguez & Bujosa (2020) 
Improve the quality of the 
product and/or the experience 
Bigné et al. (2008); Choong-Ki et al. (2019); Laarman & Gregersen (1996); Mgxekwa et al. 
(2018); Miller (2003); Veréb & Azevedo (2019) 
Cultural preservation Bertacchini & Sultan (2019); Meilan, et al. (2019); Scarpa et al. (2011); Seongseop et al. 
(2007) 
Final opportunity Groulx, et al. (2019); Vander Naald (2019) 
Source: Author’s own creation. 
Also, in many of the studies on tourists’ willingness to pay, the main determinants of this WTP 
have been identified, since this helps offer a greater understanding of tourist demand in the face of 
the increased tourism product. Therefore, WTP is considered to be a dependent variable that is 
explained, to a greater or lesser extent, by a set of sociodemographic and psychographic factors 
(Reynisdottir et al., 2008; Seetaram et al., 2018) and trip characteristics (López-Sánchez & Pulido-
Fernández, 2017) related to tourist demand, as shown in Table 2. 
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Table 2.  
Factors influencing the WTP (literature review) 
Sociodemographic factors Literature 
Income level Garrod & Fyall (2000); More & Stevens (2000); Reynisdottir et al. (2008) 
Nationality Bigné et al. (2008); Davis & Tisdell (1998); Reynisdottir et al. (2008): Schroeder & 
Louviere (1999) 
Age Daniere & Takahashi (1999); Kostakis & Sardianou (2011); Van Liere & Dunlap 
(1980) 
Education level Alves et al. (2014); Bowker et al. (1999); Halkos & Matsiori (2012); Reynisdottir et al. 
(2008) 
Sex Arcury et al. (1987); Kostakis & Sardianou (2011); Liu et al. (2019) 
Profession Rose et al. (1995) 
Professional category López-Sánchez & Pulido-Fernández (2017). 
Trip characteristics Literature 
Purpose of the trip López-Sánchez & Pulido-Fernández (2017); Westerberg et al. (2013). Witt (2019) 
Length of stay López-Sánchez & Pulido-Fernández (2017); Liu et al. (2019); Schuhmann et al. (2019) 
Previous visitation López-Sánchez & Pulido-Fernández (2017); Schuhmann et al. (2019) 
Group size López-Sánchez & Pulido-Fernández (2017) 
Type of accommodation used López-Sánchez & Pulido-Fernández (2017); Westerberg et al. (2013) 
Psychographic factors Literature 
Environmental awareness Carlsson & Johansson-Stenman (2000); Reynisdottir et al., (2008) 
Moral responsibility Choi & Ritchie, (2014) 
Transparency and public credibility Juvan & Dolnicar, (2014); Polonsky et al. (2010) 
Source: Author’s own creation. 
Thus, it is evident that tourists’ willingness to pay has been widely analyzed in distinct contexts 
related to the estimation of non-marketable goods. In addition, the sociodemographic and 
psychographic factors and trip characteristics that may explain this WTP have also been analyzed. 
However, these studies have tended to consider the individual willingness to pay of tourists in diverse 
contexts related to the tourism activity. 
This work analyzes the tourists’ willingness to pay, explained using distinct factors – in this 
case, sociodemographic factors and trip characteristics-, with regard to distinct dimensions that are 
made up by some of the fifteen proposed taxes and/or public fees that are related to the tourism 
activity. So, this study is novel, as compared to past works, in its consideration of tourists’ WTP. The 
taxes and/or public fees that are considered in this work include almost all of the previously studied 
dimensions, so a global analysis can be performed for the WTP of the tourist demand in distinct 
touristic contexts, which, until now, have only been examined in an individual manner. 
3. METHODOLOGY 
The objective of this study is to determine tourists’ willingness to pay taxes and/or public fees 
that would permit the financing of policies to improve the competitiveness and sustainability of the 
destination and thereby improve the tourism experience. The study was conducted in Andalusia, a 
consolidated tourism destination – which, in 2019, received a total of 32,476,854 tourists, of which, 
12,633,644 were foreigners (IECA, 2020)- and a clear example of specialization in sun and beach 
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tourism – without prejudice to the importance of the region’s cultural, rural, health and other tourism 
types-. 
To achieve this study objective, which on the one hand, is to identify the existence of public 
taxes and/or fees with a higher WTP by the tourist demand, and on the other hand, to determine the 
sociodemographic variables and trip characteristics that influence the WTP of the tourists when 
establishing these fiscal instruments, below is a list of the analyzed tourist variables, how the data 
were obtained, and a specification of the statistical models that have been applied. 
3.1.    Composition of the tourist characteristics 
Upon initially considering the analyzed sample, a detailed description of the characteristics of 
the tourists participating in this study is carried out. Specifically, a total of 1,068 surveys were given 
to tourists visiting the Andalusia tourism destination. 
This initial descriptive approach makes it possible to identify the average characteristics of the 
tourists visiting this destination: without distinction by gender, between 25 and 65 years of age, with 
secondary-level education or higher, traveling in family, without a defined stay duration, with sun 
and beach motivations, using hotel lodging, being the first time visiting the destination, coming from 
another location other than Andalusia, employed in the service or industry sectors, having an annual 
net income of over 25,000 euros, and with a mean daily budget of 87.61 euros.  
3.2.    Data collection 
In light of the impossibility of identifying the study subject (all tourists visiting Andalusia), 
probability sample has been carried out, in which the sole selection criteria is having spent at least 
one night in any of the destinations of the Andalusia region.  
The sampling process has been approached through a Time Location Sampling (TLS) design 
as in De Cantis & Ferrante (2011). TLS attempts to recruit respondents in places and times where 
they would be reasonably expected to gather. The sampling framework consists of venue-day-time 
units (VDT) – also known as time-location units- which represent the potential universe of venues, 
days and times.  The units of interest were represented by foreign tourists leaving Andalusia where 
we collected information related to the entire period of time spent in Andalusia. As for the TLS 
design, we have selected all airports and the three high-speed train stations in Andalusia. The period 
covered by the survey was July to October, during which a large percentage of tourists visiting 
Andalusia are concentrated. The specific TLS implementation was treated as a two-stage stratified 
sampling design with un-equal selection probabilities for the first-stage units, and with constant 
selection probabilities for the second-stage units. Finally, the first-stage units were constituted by the 
combination of places, days and hours and the second-stage units were constituted by tourists, who 
were selected within the first stage units through a systematic selection procedure. Details of the 
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Table 3.  
Sociodemographic variables and trip characteristics 
Variables Count % N Variables Count % N Variables Count % N 
Gender  N=1,068 100% Purpose of the trip N=1,068 100% Professional activity N=1,068 100% 
Male 524 49.1% Coastal – sun and beach- 301 28.2% Non-tourism services 270 25.3% 
Female 544 50.9% Cultural 256 24.0% Industry 220 20.6% 
Age N=1,068 100% Interior/rural 175 16.4% Tourism services 101 9.5% 
<18 26 2.4% Family 118 11.0% Retired 100 9.4% 
18 to 24 119 11.1% Health-Well-being 54 5.1% Public administration 99 9.3% 
25 to 34 179 16.8% Golf 51 4.8% Construction 89 8.3% 
35 to 44 228 21.3% Nature 35 3.3% Student 82 7.7% 
45 to 54 213 19.9% Nautical/Sports marina 26 2.4% Agriculture/livestock/fish 39 3.7% 
55 to 64 201 18.8% Meetings/Congresses 18 1.7% Household work 35 3.3% 
>65 102 9.6% Languages 12 1.1% Sales 21 2.0% 
Education level N=1,068 100% Food and wine 12 1.1% Unemployed 12 1.1% 
No education 9 0.8% Cruise 6 0.6% Occupational group N=1,068 100% 
Primary school 56 5.2% Do not know/Do not answer  4 0.4% Employee –middle level- 304 28.5% 
Secondary school 523 49.0% Lodging type N=1,068 100% Others 238 22.3% 
Higher education  480 44.9% Hotel lodging 497 46.5% Employee 238 22.3% 
Companions  N=1,068 100% Hostel 197 18.4% Employer 148 13.8% 
Family 645 60.4% Camping 145 13.6% Employee –upper executive- 117 10.9% 
Friends 374 35.0% Others 112 10.5% Do not know/Do not answer  23 2.1% 
Alone 40 3.7% Tourist apartment 65 6.1% Annual Net Income N=1,068 100% 
Do not know/Do not answer  9 0.8% Do not know/Do not answer  52 4.9% <12,000€ 124 11.6% 
Duration of the stay N=1,068 100% Frequency of the trip N=1,068 100% 12,001 € to 15,000 € 66 6.2% 
1 to 3 days 267 25.0% First time 500 46.8% 15,001 € to 20,000 € 84 7.9% 
4 to 6 days 401 37.5% Second time 359 33.6% 20,001 € to 25,000 € 130 12.2% 
7 or more days 400 37.5% Three or more times 188 17.6% 25,001 € to 30,000 € 157 14.7% 
Budget (continuous) N=1,068 --- Do not know/Do not answer  21 2.0% 30,001 € to 35,000 € 152 14.2% 
Mean 87.61 --- Place of origin N=1,068 100% 35,001 € to 40,000 € 143 13.4% 
Standard deviation 30.77 --- Andalusia 109 10.2% 40,001 € to 50,000 € 122 11.4% 
Minimum 10.00 --- Spain 430 40.3% Over 50,000 € 84 7.9% 
Median 90.00 --- Foreigner – European Union- 371 34.7% Do not know/Do not answer  6 0.6% 
Maximum 250.0 --- Foreigner – Rest of the world- 158 14.8%    
Source: Author’s own creation. 
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This sample consists of a total of 1,068 surveys (sampling error: 3.1%; confidence level 95%; 
p = q = 0.50). As seen in Table 4, the total distribution of interviews conducted was based on the 
tourist’s point of exit to Andalusia criteria (Andalusian airports and Andalusian high-speed train 
stations), maintaining the proportionality in the number of surveys with respect to the total number 
of passengers received in both transport means. 
Table 4.  
Distribution of interviews by port of departure 
 
Total travelers Proportion Interviews  
Total plane and train passengers 38,259,350 1.00 1,068 
Traffic of Andalusian plane passengers 28,693,606 0.75 801 
Malaga airport 19,021,704 0.66 531 
Seville airport 6,380,465 0.22 178 
Almeria airport 992,043 0.03 28 
Jerez airport 1,133,621 0.04 32 
Granada-Jaen airport 1,126,389 0.04 31 
Algeciras heliport 31,129 0.00 1 
Cordoba airport 8,255 0.00 0 
Total number of (high speed) train travelers in Andalusia  9,565,744 0.25 267 
Seville 4,384,100 0.46 122 
Malaga 3,191,800 0.33 89 
Cordoba 2,833,000 0.21 56 
Source: Author’s own creation based on AENA (2019) data and information provided by Renfe, upon request, on the 28 th of March 
2019 (JCA file -0331-2019). 
Interviews were conducted between the months of July and October 2019, and consisted of two 
blocks of questions: 
o An initial block, classifying the tourist based on sociodemographic variables and trip 
characteristics (detailed in Table 3). 
o A second block, related to the tourism experience in Andalusia (possibility of improving the 
tourism experience and WTP of the tourists with regard to fifteen taxes and/or public fees, 
both to improve the experience as well as to contribute to offering greater sustainability to the 
destination). 
3.3.    Multiple correspondence analysis 
In accordance with the objectives established in this work, first, an attempt is made to identify 
those taxes and/or public fees having a higher WTP by the tourists. Along these lines, this work 
attempts to analyze fifteen taxes and public fees, making it necessary to reduce the sample into 
homogenous groups of taxes and/or public fees. In order to reduce the dimension, numerous statistical 
techniques have been frequently used in other studies: the grouping of the original variables to define 
underlying constructs. Of these statistical techniques, two of the most commonly used are exploratory 
factor analysis (EFA) and multiple correspondence analysis (MCA). It is widely recognized that EFA 
is more appropriate for use with continuous variables and, on the other hand, MCA is more suitable 
for categorical variables (Greenacre, 2017). However, EFA may be used at a descriptive level with 
dichotomous categories. 
In this work, which considers fifteen dichotomous categorical variables, the MCA technique 
has been used, given that the homogeneity of the variables makes this the ideal analysis to explain 
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the phenomenon of interest: willingness to pay by the tourist demand. Finally, from a purely 
exploratory perspective, the results of MCA were compared with those of EFA with Varimax rotation, 
given that the objective of this comparison was carried out with a confirmatory purpose. 
3.4.    Decision tree 
Upon identifying the groups or dimensions of taxes and/or public fees imposed on tourism 
activity with a higher WTP by the tourist demand, the second proposed objective of this work is to 
identify which sociodemographic variables and trip characteristics of the tourists determine this 
willingness to pay. Decision trees were used to achieve this objective. 
A decision tree is a type of supervised learning algorithm that is used for classification and 
regression tasks, based on complex databases. It may be applied to categorical or continuous 
variables, which are easy to understand, interpret, and visualize (Hothorn et al. 2006). With decision 
trees, it is possible to extract and analyze which variables in this study explain the willingness to pay 
(WTP) of the tourist demand with respect to the natural grouping of the data in the previously 
mentioned underlying dimensions.  
For this, the decision tree executes a recursive algorithm, minimizing a cost function – 
prediction cost-. The advantages of the decision trees are the clarification of the results, the 
understanding of the interaction between the variables and the application of this technique to massive 
data. In this work, conditional inference decision trees are used (Hothorn et al. 2006), presenting 
advantages as compared to the classic decision trees. 
Conditional inference decision trees estimate the relationship between variables through a 
recursive partition in an area of conditional inference. The algorithm functions as follows (Molnar, 
2013): 
1) It tests the null hypothesis of independence between the explanatory variables and the 
explained variable through a permutation test for each explanatory variable. The partitioning 
process ends if the null hypothesis cannot be rejected. Alternatively, the variable having the 
greatest association is selected and this association is measured using the p-value of a partial 
test between each explanatory variable and the explained variable. The one with the lowest p-
value is selected. 
2) A binary partition is made for the selected variable.  
3) Steps 1) and 2) are recursively repeated. 
The implementation used for step 1 is based on the permutation test developed by Strasser and 
Weber (1999). The stop criterion in step 1 is based on the p-value adjusted by the Bonferroni method. 
4. RESULTS  
Of a total of 1,068 tourists interviewed, 904 (84.7%) declared that there is margin for 
improvement in the tourism experience that they are enjoying in Andalusia, while the remaining 
15.3% believe that this experience cannot be improved. As seen in Table 5 observing the correlations 
(Spearman’s Rho) between the margin of improvement of the tourism experience and the options by 
which they could be improved, it may be concluded that the improvement of the infrastructures, in 
general, is the option that most conditions the opinion that it is necessary to improve the tourism 
experience – having the highest correlation, coefficient 0.405-. That is, it is the most relevant factor 
of the 4 proposed ones, followed by tourism services and the well-being of the population. 
OPORTUNIDADES PARA LA APLICACIÓN DE UNA NUEVA FISCALIDAD TURÍSTICA A NIVEL REGIONAL. EL CASO DE 
ANDALUCÍA 
122/199 
Table 5.  
Options for improving the tourism experience 
 
Valid N Mean Standard d. Minimum Median Maximum Correlations 
How much could the tourism experience that 
you are enjoying be improved? 
1068 5.61 1.25 1.00 6.00 7.0  
General infrastructure (public transport, safety, 
cleanliness, crowding, traffic, etc.) 
904 5.55 1.32 1.00 6.00 7.0 .405 
Touristic infrastructure (preservation and 
maintenance of tourism attractions, emblematic 
buildings, the environment, etc.) 
904 5.45 1.40 1.00 6.00 7.0 .218 
Tourism services (cultural and leisure offering, 
tourism lodging, tourist information services, 
Internet connection, etc.) 
904 5.63 1.29 1.00 6.00 7.0 .259 
Wellbeing of the population (safety, cleanliness, 
waste collection, public service provision, etc.) 
904 5.36 1.51 1.00 6.00 7.0 .235 
Source: Author’s own creation. 
As for the willingness to pay an additional amount, both to improve their tourism experience 
(more and better infrastructures, public and tourism services) and to minimize the negative impacts 
of the tourism activity (waste generation, pollution, overcrowding in sites of touristic interest, 
saturation of certain services, environmental, patrimonial and architectural degradation, etc.), as well 
as to expand upon the cultural and artistic offerings, 75.3% of the interviewed (803 tourists) are 
willing to pay an additional quantity.  
The remaining 24.7% believes that the additional payment would only serve to increase 
payments to the public sector, which will spend this money as it deems more useful and will not, in 
fact, make any changes with regard to the tourism destination. 
4.1.    WTP taxes and/or public fees 
The next step consists of identifying the tourist demand that declares its willingness to pay, the 
acceptance or not, of a series of taxes and/or public fees on tourism activity, whose objective is to 
improve the tourism experience and sustainability of the destination. These taxes and/or public fees 
were previously identified by a panel of experts (self-citation). 
As Figure 1 reveals, there are large differences in WTP depending on which of the fifteen 
analyzed taxes and fees are considered, ranging from a broad consensus to pay a public fee to access 
public tourism resources (71.6%) to a very small willingness to pay a betting tax (3.6%). This 
difference in acceptance of the taxes and fees that have higher or lower WTP by tourists is motivated 
by distinct perceptions of the surveyed tourist. In addition, it should be noted that this question was 
only answered by those tourists who had previously declared their willingness to pay (75.3%). For 
example, in the case of the betting tax, this willingness to pay only represents 2.7% of the overall 
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Figure 1.  
Willingness to pay taxes/public fees 
 
Source: Author’s own creation. 
However, based on this initial descriptive analysis, it may be deduced that there are certain 
taxes/fees having a high percentage of WTP by the tourist demand, associated with paying to enjoy 
tourism resources, as well as tourism stays, confirming the results from Table 5 with respect to the 
improvement options for the Andalusian tourism experience.  
The issue, in this point, lies in reducing these taxes and/or public fees into homogenous 
taxes/public fees groups and identifying the sociodemographic features and trip characteristics that 
determine this WTP by the tourist, with respect to these groups of taxes and/or public fees. 
4.2.    Dimensions of the taxes and/or public fees 
4.2.1. Creation of taxes and/or public fees dimensions 
Below, the fifteen taxes and/or public fees analyzed in this work have been homogenously 
grouped. To do so, a multiple correspondence analysis (MCA) was used, applying this model as 
follows: 
1) It is based on a complete model, including the fifteen proposed taxes/public fees. The MCA 
indicates the existence of five underlying dimensions that explain 68.03% of the variability – 
complete inertia-. In this initial analysis, it is concluded that the “public fee to access public 
tourism resources” has a weight in the two dimensions with the greatest variability and, 
therefore, is quite transversal. This result is not surprising, considering that this tax fee 
receives the highest WTP. In addition, the “vehicle rental” fee determines one single 
dimension, given that the WTP for this fee does not appear to be related to the other fees/taxes, 
which is logical given that it is the fee with the second to lowest WTP. Finally, it appears that 
the “visitor tickets at the main tourist attractions” fee has no identification with any dimension 
and is quite transversal, perhaps because its imposition is similar to other fees (public fee to 
















Public fee to access public tourism resources (f15)
Tax on tourism stays (f1)
Tax on tourist attractions (f3)
Public museums entrance fee (f8
Environmental conservation tax in municipalities… (f14)
Public theaters and shows entrance fee (f12)
Public natural/national parks entrance fee (f10)
Tax on entry to municipality classified as touristic (f13)
Tax on hiking and mountain climbing (f2)
Entrance fee at monuments and national parks (f7)
Taxes for overnight stays at peer to peer (P2P) accommodations (f9)
Visitor tickets at the main tourist attractions (f6)
Gambling tax (f4)
Vehicle rental fee (f11)
Betting tax (f5)
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2) Based on this initial analysis, a new MCA was created, suppressing the previously mentioned 
fees (public fee to access public tourism resources, vehicle rental fee and visitor tickets at the 
main tourist attractions fee). Table 6 shows the results from the MCA of the contributions by 
categories, revealing the four dimensions of greatest explained inertia. Having extracted the 
previously indicated fees, the five resulting dimensions explain 69.39% of the total inertia. 
Table 6.  





























Source: Author’s own creation. 
Table 6 details the correlation of each tax/public fee category with the dimensions and the main 
coordinates of these categories in each dimension. After removing the confusion from the “access 
public tourism resources” and “visitor tickets at the main tourist attractions” fees, different taxes 
and/or public fees dimensions are detected (Table 7).  
These dimensions should be considered underlying constructs formed by groups of taxes/public 





Dimension 1 Dimension 2 Dimension 3 Dimension 4 
 Cord Corr Cord Corr Cord Corr Cord Corr 
f 1.0 0.134 0.115 0.276 0.494 -0.034 0.008 0.095 0.058 
f 1.1 -0.081 0.115 -0.168 0.494 0.021 0.008 -0.058 0.058 
f 2.0 0.114 0.513 -0.037 0.053 -0.037 0.055 0.012 0.006 
f 2.1 -0.441 0.514 0.142 0.053 0.144 0.055 -0.047 0.006 
f 3.0 0.003 0.000 0.203 0.413 0.001 0.000 -0.073 0.053 
f 3.1 -0.003 0.000 -0.184 0.412 -0.001 0.000 0.066 0.053 
f 4.0 -0.021 0.045 0.029 0.084 -0.053 0.278 0.054 0.287 
f 4.1 0.186 0.044 -0.258 0.084 0.470 0.279 -0.475 0.285 
f 5.0 -0.009 0.027 0.001 0.000 -0.043 0.565 0.007 0.016 
f 5.1 0.255 0.027 -0.034 0.000 1.160 0.564 -0.196 0.016 
f 7.0 0.000 0.000 -0.015 0.010 -0.064 0.194 -0.088 0.373 
f 7.1 0.001 0.000 0.060 0.010 0.263 0.194 0.364 0.372 
f 8.0 -0.063 0.040 0.140 0.197 0.051 0.027 -0.168 0.287 
f 8.1 0.057 0.040 -0.126 0.197 -0.047 0.027 0.152 0.286 
f 9.0 0.001 0.000 0.021 0.023 -0.097 0.481 -0.047 0.114 
f 9.1 -0.002 0.000 -0.096 0.023 0.440 0.480 0.214 0.114 
f 10.0 0.149 0.482 -0.058 0.073 -0.003 0.000 -0.022 0.010 
f 10.1 -0.310 0.484 0.121 0.074 0.007 0.000 0.046 0.011 
f 12.0 -0.037 0.018 0.180 0.439 0.056 0.042 0.009 0.001 
f 12.1 0.046 0.018 -0.224 0.439 -0.069 0.042 -0.011 0.001 
f 13.0 0.127 0.538 0.021 0.015 -0.002 0.000 -0.028 0.026 
f 13.1 -0.409 0.538 -0.068 0.015 0.007 0.000 0.089 0.025 
f 14.0 0.276 0.718 0.089 0.074 0.021 0.004 0.029 0.008 
f 14.1 -0.274 0.718 -0.088 0.074 -0.021 0.004 -0.029 0,008 
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Table 7.  
Dimensions of the resulting taxes/public fees 
Dimension 1: Environmental 
Tax on hiking and mountain climbing 
Public natural/national parks entrance fee 
Tax on entry to municipality classified as touristic 
Environmental conservation tax in municipalities whose main activity is ecotourism 
Dimension 2: Tourism Services 
Tax on tourism stays 
Tax on tourist attractions 
Public museums entrance fee 
Public theaters and shows entrance fee 
Dimension 3: Recreational 
Gambling tax 
Betting tax 
Dimension 4: Tourism Infrastructure 
Entrance fee at monuments and national parks 
Taxes for overnight stays at P2P accommodations 
Dimension 5: Mobility 
Vehicle rental fee 
Source: Author’s own creation. 
The environmental and tourism service dimensions have an explained inertia of 22.11% and 
15.58%, respectively; they are not fully independent, given that the “tax on tourism stays”, although 
with a lower weight, is also slightly correlated with the first dimension. Moreover, the mainstreaming 
of the “public fee to access public tourism resources” reveals a positive association with both 
dimensions. 
The third dimension, recreational, having 9.88% of the total explained inertia, and the fourth 
dimension, tourism infrastructure, with 13.24% of the total explained inertia, associate each one to 
two taxes/public fees. Finally, the “vehicle rental” fee determines one sole dimension, referred to as 
mobility.  
In addition, it should be indicated that the environmental and tourism services dimensions, as 
they are configured, are not independent, as will be discussed later; likewise, in this sense, there is 
also a certain association between the tourism services and tourism infrastructure dimensions, through 
the “public museums entrance fee”. 
Even though, as indicated in the methodology section, EFA is more useful for continuous 
variables, the weights of the Varimax rotation – seeking the highest degree of non-correlation between 
the factors- ratifies and clarifies the associations detected by the MCA, as shown in Table 8. 
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Table 8.  
Exploratory factor analysis with Varimax rotation 
 Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 
f1 0.175349 0.678529 0.227355 -0.135906 0.0852854 
f2 0.661436 -0.164022 0.152084 0.0474974 -0.105763 
f3 -0.170348 0.755308 -0.190222 0.203942 -0.00417628 
f4 -0.0896535 0.0799295 0.774946 -0.0929837 0.0378306 
f5 -0.0232468 -0.0882468 0.619965 0.343841 -0.043734 
f7 0.046499 -0.0821208 -0.08313 0.688841 0.0425991 
f8 -0.063181 -0.0358739 -0.17025 0.230757 0.783037 
f9 0.0248082 0.165737 0.243613 0.653641 -0.0402075 
f10 0.618462 -0.195363 -0.109837 0.0492367 -0.0365936 
f12 -0.0227465 0.116324 0.179255 -0.219363 0.763556 
f13 0.565879 0.215787 -0.143833 0.0903886 0.0182755 
f14 0.673197 0.355245 -0.0248802 -0.163798 0.0396767 
Source: Author’s own creation. 
The analysis clearly detects a third (gambling tax and betting tax) and fourth (entrance fee at 
monuments and national parks and taxes for overnight stays in P2P accommodations) factors. This 
reinforces the independent study of these dimensions, as seen in Table 7. So, like the MCA, a certain 
dependence is evident between these dimensions, through the “public museums entrance fee” and 
“betting tax”. 
Therefore, it should be noted that both reduction studies, MCA and EFA, clearly detect an 
environmental construct such as a latent variable, which represents the increased explained 
variability; likewise, a tourism services construct is detected, not as cohesive as the previous one, but 
with a clear association between the taxes/public fees. Finally, both analyses indicate an association 
between the variables making up the recreational and tourism infrastructure dimensions. 
4.2.2. Description of taxes and/or public fees dimensions 
In order to analyze the tourists’ sociodemographic variables and the characteristics of the trip 
with respect to the WTP of the distinct dimensions of the taxes and/or public fees, the latter are 
transformed into artificial variables that indicate a higher or lower intensity within the dimension, by 
adding together its components amounts. For example, a tourist receives a score of 0 to 4 on the first 
dimension (environmental), suggesting that they are in agreement with the payment of one, two, three, 
or four taxes/public fees making up said dimension. 
Therefore, as shown in Table 9, which includes the response frequencies, the first two 
dimensions will have a range of values from 0 to 4 (as they are made up of 4 taxes/public fees), while 
the third and fourth dimensions will have a range of values from 0 to 2 (since they consist of two 
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Table 9.  
Response frequencies by dimensions of taxes/public fees 
 
Dimension 1 Dimension 2 Dimension 3 Dimension 4 Dimension 5 
Value N % N % N % N % N % 
0 260 0.3242 70 0.0872 703 0.8755 544 0.6775 735 0.9153 
1 229 0.2855 180 0.2242 89 0.1108 216 0.2690 68 0.0846 
2 182 0.2269 233 0.2902 11 0.0137 43 0.0535   
3 98 0.1222 226 0.2814       
4 33 0.0423 94 0.1171       
Source: Author’s own creation. 
The second dimension (tourism services) clearly has the highest percentages of tourists that are 
willing to pay at least one of the taxes/public fees making up this dimension; only 8.72% do not agree 
with the payment of any taxes/public fees in this dimension. The first dimension (environmental) also 
has a high rate of acceptance, although 32.42% of the tourists are unwilling to pay any of the 
taxes/public fees in this dimension. As expected, for the third (recreational) and fourth (tourism 
infrastructure) dimensions, tourists are unlikely to be willing to pay, since only 12.45% and 32.25% 
of the tourists are willing to pay for at least one of the taxes/public fees in these dimensions. Finally, 
tourists reject the fifth dimension (mobility) by over 90%. 
Once again, these results confirm what was presented in Table 5, since tourists revealed a 
greater willingness to pay, mainly an additional amount, in those dimensions containing taxes/public 
fees that permit an improvement of both sustainability of the destination through environmental 
protection and an improved tourism experience through the payment of taxes and/or public fees 
related to tourism services (culture, shows or lodging). 
4.3.    Determinant factors of WTP for taxes and/or public fees 
Below, the decision tree technique is applied to predict the five identified dimensions (as well 
as the two transversal fees: visitor tickets at the main tourist attractions and public fee to access public 
tourism resources) based on the tourists’ sociodemographic variables and the trip characteristics as 
described in Table 3. 
Thus, the analysis is carried out only to detect those variables that explain variability in the 
dimensions and not for predictive purposes, such that all of the data are considered as training data. 
The database consists of the 803 tourists with positive WTP out of the 1,068 total tourists surveyed. 
4.3.1. Environmental dimension 
Figure 2 reveals the decision tree for the first dimension (environmental), based on the variables 
having the most significant association, from a statistical perspective: purpose of the trip, income, 
budget and place of origin. Table 10, on the other hand, reveals the coding of the relevant variables. 
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Table 10.  
Coding of the relevant variables in the environmental dimension decision tree 
Variable Coding 
Purpose of the trip 1 (coastal sun/beach), 2 (interior), 3 (cultural), 4 (family), 5 (golf), 6 (health and well-being), 
7 (meetings and congresses), 8 (nautical/sports marina), 9 (cruise), 10 (nature), 11 (food and 
wine), 12 (languages), 13 (snow) 
Income (thousands of euros) 1 (under 12), 2 (between 12 and 15), 3 (between 15 and 20), 4 (between 20 and 25), 5 
(between 25 and 30), 6 (between 30 and 35) 7 (between 35 and 40), 8 (between 40 and 50), 9 
(over 50) 
Budget (euros) * continuous 
Place of origin 1 (Andalusia), 2 (Spain), 3 (European Union), 4 (Rest of the world) 
Source: Author’s own creation. 
Figure 2. 
Environmental dimension vs. sociodemographic factors and trip characteristics 
 
Source: Author’s own creation. 
The purpose of the trip variable is the root node, the variable that best groups in terms of 
association (dependence); and it is evident that the greater willingness to pay is concentrated in the 
tourists whose purpose of the trip is interior/rural tourism, health/well-being, nautical/sporting marina 
and nature; in line with the “environmental” labeling of this dimension. 
In addition, the budget and income variables are always positively associated with WTP. And, 
unlike those mentioned previously, Spanish tourists in the subgroup of other purposes have a lower 
WTP in the environmental dimension as compared to foreign tourists; this may be due to the fact that 
foreign tourists travel considerably further to reach the tourism destination (Andalusia) and therefore 
are willing to pay to enjoy this novel experience in the vacation destination, and because Spanish 
residents may be less environmentally conscientious than foreign tourists. 
4.3.2. Tourism services dimension 
Figure 3 reveals the decision tree for the second dimension (Tourism services), based on the 
variables with the most significant association, statistically speaking: income, purpose of the trip, 
budget and place of origin. Table 11 reveals the coding of the relevant variables. 
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Table 11.  
Coding of relevant variables in the tourism services dimension decision tree 
Variable Coding 
Income (thousands of euros) 1 (under 12), 2 (between 12 and 15), 3 (between 15 and 20), 4 (between 20 and 25), 5 (between 
25 and 30), 6 (between 30 and 35) 7 (between 35 and 40), 8 (between 40 and 50), 9 (over 50) 
Purpose of the trip 1 (coastal sun/beach), 2 (interior), 3 (cultural), 4 (family), 5 (golf), 6 (health and well-being), 
7 (meetings and congresses), 8 (nautical/sports marina), 9 (cruise), 10 (nature), 11 (food and 
wine), 12 (languages), 13 (snow) 
Budget (euros) * continuous 
Place of origin 1 (Andalusia), 2 (Spain), 3 (European Union), 4 (Rest of the world) 
Source: Author’s own creation. 
Figure 3.  
Tourism services dimension vs. sociodemographic factors and trip characteristics 
 
Source: Author’s own creation. 
It is seen that the root node lies in the income variable, being the one that best groups in terms 
of association (dependence); so, the greatest willingness to pay is concentrated in the tourists with 
high budgets, in line with the economic capacity required by the taxes/public fees that make up this 
dimension – tax on tourism stays, taxes on tourist attractions or public theatres and shows entrance 
fees-. 
Similarly, a lower WTP was identified for Spanish tourists. In addition, as expected, a lower 
willingness to pay was observed in those tourists having a low budget. There is also a segment of 
tourists having high incomes (over 30,000 Euros net annual income) and travel motivations linked to 
nature, who, although not very representative, have a behavior that is contrary to the usual one for 
this dimension; this is clearly due to the fact that their main travel purpose is not cultural. 
4.3.3. Recreational dimension 
Figure 4 reveals the decision tree for the third dimension (recreational), based on variables in 
which there is a more significant association, from a statistical perspective: purpose of the trip, income 
and budget. Table 12 reveals the coding of the relevant variables. 
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Table 12.  
Coding of relevant variables in the recreational dimension decision tree 
Variable Coding 
Purpose of the trip 1 (coastal sun/beach), 2 (interior), 3 (cultural), 4 (family), 5 (golf), 6 (health and well-being), 
7 (meetings and congresses), 8 (nautical/sports marina), 9 (cruise), 10 (nature), 11 (food and 
wine), 12 (languages), 13 (snow) 
Income (thousands of euros) 1 (under 12), 2 (between 12 and 15), 3 (between 15 and 20), 4 (between 20 and 25), 5 (between 
25 and 30), 6 (between 30 and 35) 7 (between 35 and 40), 8 (between 40 and 50), 9 (over 50) 
Budget (euros) * continuous 
Source: Author’s own creation. 
Figure 4.  
Recreational dimension vs. sociodemographic factors and trip characteristics 
 
Source: Author’s own creation. 
The third dimension reveals a very low willingness to pay, as evidenced in Table 9. However, 
the analysis via decision trees shows that the population subgroup with the greatest WTP is the group 
of tourists whose travel purpose is diverse, although mainly linked to the sun and beach (coastal, golf, 
nautical, cruise, food and wine and languages) and having a large budget (>95 euros). The remainder 
of the tourists are not very willing to pay either of the two taxes making up this dimension. 
4.3.4. Tourism infrastructure dimension 
The fourth dimension (tourism infrastructure) reveals a very low willingness to pay, as seen in 
Table 9. In addition, the study carried out via decision trees does not find any sociodemographic 
variable of the tourists or trip characteristics making up this dimension. Therefore, the willingness to 
pay for this dimension is not subject to any specific profile, with its perception being transversal 
across the population. 
4.3.5. Mobility dimension 
The fifth dimension (mobility) reveals a very low willingness to pay, as evidenced in Table 9. 
In addition, the decision tree study did not reveal any sociodemographic variables of the tourists or 
trip characteristics making up this dimension. Therefore, the willingness to pay for this dimension is 
not subject to any specific profile, with its perception being transversal across the population. 
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4.3.6. Transversal taxes and/or public fees (not linked to any specific dimension) 
As seen previously, specifically in the section devoted to the creation of dimensions (see section 
4.2.1), there are two taxes/public fees: visitor tickets at the main tourist attractions and public fee to 
access public tourism resources, which are quite transversal and hence, cannot be associated with any 
specific dimension; therefore, they are analyzed independently. 
As for the former, in addition to having a very low willingness to pay, the visitor tickets at the 
main tourist attractions fee revealed no sociodemographic variables of the tourists or trip 
characteristics in the decision trees making up this dimension. Therefore, the willingness to pay this 
public fee is not subject to any specific profile, with its perception being transversal across the 
population. 
As for the second fee that was independently analyzed, public fee to access public tourism 
resources, it should be mentioned that tourists have the greatest willingness to pay for this of all 
fifteen taxes/public fees that were analyzed. However, in the case of tourists with average and low 
income, there was a large unwillingness to pay it, as observed in Figure 5. Table 13 reveals the coding 
of the relevant variables. 
Table 13.  
Coding of relevant variables in the public fee to access public tourism resources decision tree 
Variable Coding 
Income (thousands of euros) 1 (under 12), 2 (between 12 and 15), 3 (between 15 and 20), 4 (between 20 and 25), 5 (between 
25 and 30), 6 (between 30 and 35) 7 (between 35 and 40), 8 (between 40 and 50), 9 (over 50) 
Purpose of the trip 1 (coastal sun/beach), 2 (interior), 3 (cultural), 4 (family), 5 (golf), 6 (health and well-being), 
7 (meetings and congresses), 8 (nautical/sports marina), 9 (cruise), 10 (nature), 11 (food and 
wine), 12 (languages), 13 (snow) 
Education level 1 (no education), 2 (primary school), 3 (secondary school), 4 (higher education) 
Lenght of the stay (days) 1 (1 to 3 days), 2 (4 to 6 days), 3 (7 days or more) 
Source: Author’s own creation. 
 
Figure 5.  
Public fee to access public tourism resources vs. sociodemographic factors and trip characteristics 
 
Source: Author’s own creation. 
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However, no sociodemographic features of the tourist or trip characteristics were significant; 
there was only one sub-group of tourists, with average-high incomes (33 tourists), not very 
representative, whose purpose of the trip – family tourism and languages- with average stays that had 
a lower willingness to pay, as compared to the general population. 
5. CONCLUSIONS  
This article explores the willingness of tourists’ to pay in a mature destination that specializes 
in an area such as sun and beach tourism. The study carried out and the results obtained confirm the 
two hypotheses proposed at the onset of the work, contributing to the scientific literature with regard 
to the willingness of tourists’ to pay, in various aspects. 
It has been verified that a large majority of tourists visiting mature destinations, specifically, 
sun and beach destinations, will be willing to pay an additional amount to improve their tourism 
experience and to improve increased sustainability in the destination. Along these lines, a series of 
taxes and/or public fees have been identified, which tourists have been shown to be more willing to 
pay, mainly, linked to taxation related to environmental factors (public natural/national parks entrance 
fee or the environmental conservation tax in municipalities whose main activity is ecotourism) or 
linked to the taxation of certain tourism services (taxes on tourism stays, taxes on tourist attractions 
or public theaters and shows entrance fees). 
Tourists’ willingness to pay for taxes/public fees in the dimension linked to environmental 
factors is coherent with the highly recognized environmental awareness of 21st century tourists 
(Machado & Hernández, 2008) and with the generally unsustainable nature of coastal (or sun and 
beach) tourism. 
The dimension that taxes tourism services is seen to be the category of taxes/public fees that 
tourists are the most willing to pay for, confirming, in accordance with Brandão et al. (2019), that 
tourists who travel long distances demand authenticity and memorable experiences and therefore, will 
be willing to pay for them.  
Thus, given that the tourists’ willingness to pay is a voluntary issue, it may be expected that the 
implementation of fiscal instruments by political managers, to obtain the financing needed to 
implement policies aimed at improving sustainability and the tourism destination experience, will be 
in line with the tourist preferences. Otherwise, if tourists disagreed with the implementation of a 
specific tax, the imposition of the same may ultimately reduce the destination’s competitiveness and 
attractiveness. 
So, these results confirm the first of the proposed hypotheses, since it has been verified that 
there are certain taxes/public fees (linked to environmental and tourism services factors) that tourists 
visiting Andalusia are more willing to pay; this is quite relevant information for policymakers and 
managers of mature tourism destinations, especially those of sun and beach tourism, since it may 
permit the implementation of taxes and/or public fees through which they can obtain a source of 
income to permit the financing of policies that will increase the destination’s competitiveness. 
Second, we have examined how the willingness to pay certain taxes/public fees may depend on 
distinct factors – sociodemographic aspects of tourists and trip characteristics-. So, almost all of the 
factors, both sociodemographic and trip characteristics, are common in explaining the willingness to 
pay for the distinct dimensions, mainly: purpose of the trip, income, budget and place of origin. 
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Although these factors do not manifest themselves in the same way in all dimensions, for the 
purposes of this study, it is relevant to identify the degree of explanation of these factors for the two 
dimensions in which tourists were more willing to pay: environmental dimension and tourism services 
dimensions. So, the variables with the greatest explanation capability are purpose of the trip (rural, 
health/well-being, nautical/sporting marina and nature motivations) with respect to the first 
dimension and income level (as of 30,000 Euros net annual income) with respect to the second 
dimension. 
To ensure the long-term existence of tourism destinations that may be considered “mature”, 
especially the coastal or sun and beach destinations, it is necessary to find a balance between 
economic advantages and socio-cultural and environmental sustainability (Mustapha et al., 2018), 
while also redesigning the mass tourism model. 
Therefore, these results confirm the second proposed hypothesis, since distinct factors have 
been identified (sociodemographic factors and trip characteristics) that condition tourists’ willingness 
to pay certain taxes/public fees, in this case, with special relevance being placed on environmental 
and tourism services taxes/public fees. 
However, this work has certain limitations, including the fact that no interviews were conducted 
in other departure points, distinct from those analyzed, such as highway transport. In addition, the 
time limitations of the study should be noted, given that the tourists were administered the surveys 
over a period of less than one calendar year. Moreover, no questions addressed the identification of 
certain psychographic factors, such as environmental awareness or moral responsibility. 
Finally, as future lines of research, it may be interesting to explore the willingness to pay of 
tourist clusters, that is, groups of individuals having similar characteristics. 
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The maturity of many tourist destinations, as well as the structural changes taking place within the 
tourism industry, require new strategies capable of boosting the sustainability and competitiveness of 
tourism. Indeed, the future success of these destinations depends on it, which means it is crucial to 
adopt tourism policies that are committed to this new reality. In this new context, funding the 
provision of public goods and services that influence sustainability and competitiveness presents a 
new challenge that must be tackled by stakeholders. 
The aim of this article is to ascertain the willingness of tourism businesses to pay certain taxes with 
a view to boosting the public revenues in order to develop such policies, and to see which types of 
taxation generate a greater willingness to pay. The study was conducted in Andalusia, an area in the 
south of Spain with a thriving tourism industry, which received 32.4 million tourists in 2019. To this 
end, a survey was conducted of 916 private tourism businesses located in this region. 
The results obtained highlight the factors that influence willingness to pay among tourism businesses 
and the amount they are willing to pay – activity developed and annual turnover-, also noting that 
taxes related with environmental protection generate greater willingness to pay among tourism 
businesses. 
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1. INTRODUCTION  
The challenges faced by mature tourist destinations are of particular interest from an academic 
and political perspective, as well as in terms of tourism management (Ivars i Baidal et al., 2013). The 
maturity of the tourist market has slowed down growth rates, driving up competition in the sector, 
which is combined with more complex and experienced demand that seeks greater quality in a 
destination (Dwyer et al., 2009). Different studies have focused on the relationship between 
established destinations and sustainable development and market diversification (Bramwell, 2004) as 
well as the role played by such destinations in a global scenario affected by structural changes in the 
tourist market (Duhamel & Violier, 2009). All of these studies have highlighted the need to adapt to 
such changes by improving the competitiveness and quality of the service provided (Schianetz et al., 
2007).  
This situation requires a common vision shared by the different participating agents (Faulkner, 
2002) and a combination of public-private efforts (Klijn & Skelcher, 2007). According to Simeoni et 
al. (2019), the transition to sustainable tourism is a complex task, requiring time, money and 
willingness on the part of stakeholders to undertake the changes required and implement sustainable 
practices.  
In this regard, public administrations undoubtedly play a vital role in destination management 
with regard to the provision of certain goods and services (Page, 2009; Ritchie & Crouch, 2003), 
which are crucial in order to guarantee the continued competitiveness and sustainability of the 
destination (Page & Connell, 2006). 
From an economic perspective, the design of a tax system linked to tourist activity would be 
justifiable, levied on the agents involved in the tourist market, linked to the funding of certain public 
goods and services that are provided by public administrations (Clarke & Ng, 1993). Therefore, 
willingness to pay – WTP- such taxes on the part of tourists and businesses is considered a key factor 
in the management of tourist destinations. 
There is extensive literature regarding tourists’ willingness to pay in order to improve the 
sustainability of the destination – see, for example, Birdir et al. (2013), who compile more than twenty 
studies about sustainability and tourists’ WTP-. However, there is only a small number of studies 
about willingness to pay among tourism businesses, and a review of extant literature reveals a dearth 
of empirical studies investigating which business factors influence willingness to pay among tourism 
businesses to improve destination sustainability and competitiveness. 
In this context, the main objective of this study is to ascertain willingness to pay among tourism 
businesses in Andalusia in relation to the establishment of taxes to fund policies aimed at enhancing 
the destination’s competitiveness and sustainability. In order to achieve this objective, firstly, 
statistical techniques (logistic regression and decision trees) will be used to identify which variables 
influence willingness to pay among these tourism businesses and, secondly, exploratory factor 
analysis techniques will be applied to determine the possible existence of taxes on tourist activity that 
would, as a whole, increase willingness to pay among tourism businesses. 
The study was carried out in Andalusia, a thriving tourist area in the south of Spain, which 
received 32.4 million tourists in 2019. A survey was conducted of 916 tourism businesses located in 
this region. 
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Therefore, in accordance with the objectives pursued, the following hypotheses are formulated: 
i) it is possible to identify which factors condition willingness to pay, as well as the amount tourism 
businesses in Andalusia are willing to pay in order to make their destination more competitive and 
sustainable; ii) there are certain types of taxation that generate a lower level of rejection among 
tourism businesses in Andalusia than other existing types of taxation. 
The results of this study could help policymakers and managers of established tourist 
destinations to tackle the problem of sustainability, competitiveness, and the funding of tourism in 
these destinations, determining the suitability of establishing fiscal instruments linked to tourist 
activity from the perspective of tourism businesses. Furthermore, the results obtained could be used 
in decision-making processes of other destinations where tourism plays a prominent role in the 
economy. 
2. THEORETICAL FRAMEWORK  
2.1.   The provision of goods and services as a key factor in tourism competitiveness 
Tourist satisfaction, as an internal evaluation process about how a product or service meets their 
needs (Bitner & Zeithaml, 2003), is related with customer perception and fulfilment response (Oliver, 
1997), in which general satisfaction is, in turn, related with a holistic vision of the experiences gained 
in the destination (Johnson & Fornell, 1991; Meyer & Schwager, 2007). 
Hence, companies provide services with a view to creating memorable experiences and, thus, 
attracting customers (Pine & Gilmore, 1998), whereas customers use the service to co-create symbolic 
experiences that, in turn, lead to the generation of economic value (Fournier & Avery, 2011). 
Therefore, tourism is based on an exchange (Richards, 2013), in which all the agents who offer 
services are engaged in a constant search to improve competitiveness, through the provision, among 
other things, of tourist experiences, as a means of surviving in an increasingly competitive future 
(Binkhorst, 2008).  
However, the holistic vision mentioned previously implies that, in addition to the tourist who 
enjoys a specific experience in a certain destination, and the company that sells a product or provides 
a service, society as a whole and public administration must also be taken into consideration (Pulido, 
2013b). Therefore, different agents are involved in the phenomenon of tourism, understanding the 
term ‘agent’ to refer to individuals and organisations that, through their action, have a direct or 
indirect impact on tourist activity in a specific territorial dimension (Merinero, 2008; Vera et al., 
2011). 
In this context, the private sector plays a crucial role in shaping the tourist destination (Pulido, 
2013a), offering, among other things, a broad range of services, including accommodation, bars and 
restaurants, or transport, which constitute a fundamental component of tourism competitiveness and, 
therefore, tourist satisfaction (Murphy et al., 2000). Additionally, public administrations also play a 
central role (Pulido, 2013a) in boosting the competitiveness of tourism, since they are required to 
provide certain goods and services – which are decisive in the search for competitiveness- such as the 
organisation of the territory, the provision of basic and/or tourist infrastructures, the promotion of 
tourism, and the maintenance of tourism and cultural resources. 
In this regard, Kozak and Rimmington (1999) argue that the local tourist industry benefits from 
a large number of services provided by public administrations, such as transport, security, cultural 
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events, convention centres, and the modernisation of infrastructures (Gascón & Cañada, 2005); 
whereas Litvin et al. (2006) state that the accommodation sector is improved by the use of taxes 
collected. In this regard, the role played by the public sector in the search for tourism competitiveness 
is starting to be recognised by the private tourism industry (Velasco, 2009). 
2.2.    Funding of public goods and services 
In recent decades, there has been significant discussion about the unstoppable increase in public 
spending on tourist activity, demanding that governments, in order to maintain all such actions, reflect 
on complementary sources of funding, including the possibility of considering cooperation formulas 
that allow at least some of the profits made by the tourist industry to be reinvested (Velasco, 2009).  
According to Martínez-García (2010:7), “public goods raise the issue of how to fund their 
provision, since voluntary private finance is non-existent or reduced for optimum levels of provision, 
given the possibility of simultaneously consuming when another individual consumes, and without 
the need to pay for it. The alternative offered by taxation is clear, since it necessarily entails 
participation in finance, thus providing resources to finance goods for which there is demand and 
which, therefore, have a positive social value”. The issue that needs to be tackled, therefore, is which 
funding formula is the most appropriate, who would pay for it, and the amount.  
New public-private models are required, based on consensus and participation (Klijn & 
Skelcher, 2007), since each agent can obtain their own benefits from tourist activity, either through 
improvements to service quality, improved business results, or greater and better employment 
alternatives. Therefore, according to Balmford and Whitten (2003), costs should be borne in 
proportion to the benefits received. 
The development of tourism, therefore, requires both public and private finance (Morar, 2012), 
moving towards new funding formulas capable of defraying part of the expenditure committed by 
public authorities  (Gago & Labandeira, 2001; Pulido & Cárdenas, 2012), since inadequate finance is 
one of the greatest obstacles to the development and promotion of destinations (Wilson, 2001). 
In this context, tourism taxation acts as a corrective and substitute mechanism for a price of 
public goods and services consumed by tourists (Gago et al., 2009; Pastor, 2016) and businesses 
(OECD, 2014), which aims to re-establish economic efficiency (Clarke & Ng, 1993; Figuerinha, 
2011) and institutional sustainability. However, the study of taxation in the tourist industry is a 
complex task that requires greater theoretical and empirical research than the studies conducted to 
date (Figuerinha, 2011; Gago et al., 2009), with a view to designing a fair, equitable and acceptable 
tourism taxation system for the different agents engaged in the tourist industry (Gooroochurn & 
Sinclair, 2005). 
2.3.    Competitiveness, sustainability and tourism taxation 
The realisation that numerous tourist destinations are perceived to be unsustainable, whereas 
others are on the verge of decline (Zhang & Jensen, 2007), justifies a process of adaptation (Mazanec 
et al., 2007) to an increasingly competitive tourism industry (Dwyer, et al., 2009). Over the past three 
decades, sustainable development has emerged as an optimal strategy for the balanced management 
of tourist destinations (Gkoumas, 2019), with broad consensus reached in academic, political and 
industrial circles about the need for more sustainable and, therefore, competitive tourism (Gössling 
et al., 2012) 
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The sustainable development of tourism would need to satisfy all the different agents involved 
(Adongo et al., 2018), creating economic opportunities, sociocultural benefits, and assuring 
environmental conservation (Nickerson et al., 2016). Specifically, providing a satisfactory experience 
for tourists, maximising benefits for the private sector, generating development for the local 
community, assuring environmental conservation (Pulido-Fernández et al., 2015) and institutional 
sustainability (Viljoen, 2007) for present and future generations (Bramwell et al., 2017).  
The importance of sustainability in the tourism industry is highlighted by governments and 
international organisations, putting pressure on tourism businesses to align their practices with the 
principles of sustainability (Xu & Gursoy, 2015). However, there is duality surrounding the adoption 
of sustainable practices in business.  
On the one hand, numerous tourism professionals consider that the adoption of sustainable 
practices does not general specific benefits, owing to the chronic problems of local tourism 
development, such as: seasonality, competitiveness, high taxes, and externalities (Gkoumas, 2019).  
On the other hand, a large number of companies and their stakeholders are expressing growing 
concern regarding the need to adopt sustainable business practices (Sheldon & Park, 2011). As 
indicated by Modica et al. (2018), numerous studies (Chen & Tung, 2014; Kang et al., 2012; Lee et 
al., 2010) show the willingness of consumers to pay higher prices to tourism businesses that employ 
sustainable practices,  highlighting the improvement in business image and increased customer 
loyalty and satisfaction achieved when such practices are deployed (Gao & Mattila, 2014). 
Therefore, it would be justifiable to explore, among the main benefits of tourist activity, and 
from a perspective of equity, the willingness of tourism businesses to pay different types of taxation 
that would increase public revenues for the development of policies related with the sustainability 
and competitiveness of the tourist destination (Clarke & Ng, 1993). 
The literature on tourism includes numerous studies about public-private collaboration 
(Wondirad, et al., 2020) as well as the willingness to pay to estimate the value of non-market goods 
(Reynisdottir et al., 2008), chiefly from the perspective of the tourist; however, very little research 
has analysed willingness to pay among tourism businesses. 
The research conducted by Bernard et al. (2009), for example, explored willingness to pay 
among stakeholders, through different mechanisms, taxes, public prices, donations and agreements, 
among other figures, in order to achieve the conservation and sustainable use of the  Tapantí National 
Park, in Costa Rica. Mäntymaa et al. (2019) studied the attitude of different entrepreneurs regarding 
willingness to pay, through the establishment of a payment mechanism for ecosystemic services, to 
improve the quality of the landscape and, therefore, the tourist product and the results of tourism 
businesses, in the region of Ruka-Kuusamo, in Finland. Finally, Lan et al. (2014) analysed different 
stakeholders (local government, tourist boat companies) regarding their willingness to pay more to 
use biodiesel fuel, instead of fossil fuels, with a view to reducing pollution in the Ha Long Bay, in 
Vietnam.  
Therefore, it seems evident that the establishment of taxation linked to tourist activity could 
provide an effective tool to achieve territorial sustainability and competitiveness, and one that will 
increase over the coming years, as more tourist destinations adopt this practice as a means of obtaining 
revenue to finance part of the public sector expenditure generated by tourism (Gago et al., 2009). 




The aim of this paper is to ascertain the willingness of tourism businesses to pay taxes with a 
view to funding policies implemented for the purpose of making the destination more competitive 
and sustainable, and, in turn, improving tourist experience. The study was conducted in Andalusia, 
as an established tourist destination – in 2019 it received a total of 32,476,854 tourists, including 
12,633,644 international tourists (IECA, 2020)- and a clear example of specialisation in beach 
tourism, without undermining the importance of its cultural, rural, health tourism, etc.  
To achieve this research aim, which translates, on the one hand, into identifying which factors 
influence willingness to pay among tourism businesses, and, on the other hand, into identifying which 
tourism taxes would generate a greater willingness to pay, the following section sets out the methods 
used to collect data and the statistical models applied. 
3.1.    Data collection 
Given the impossibility of identifying the object of this study (all tourism businesses in 
Andalusia), a simple random sampling procedure was applied, with the sole selection criterion that 
the businesses should be located in any of the destinations of that region. Specifically, a total of 916 
surveys were conducted with tourism businesses in Andalusia (sample error: 3.1%; confidence 95%; 
p = q = 0.50). As shown in Table 1, the total distribution of interviews conducted with Andalusian 
tourism businesses, in accordance with the classification defined by Andalusia’s Regional 
Department of Tourism, Regeneration, Justice and Local Administration, as well as the proportion of 
tourism businesses classified in each category1, in accordance with the official database provided by 
Department for the purposes of this study. 
Table 1.  





Total number of tourism companies in the database  6,420 1.00 916 
Travel agencies 1,606 0.25 229 
Accommodation 8 0.001 1 
Rural accommodation 2,398 0.37 343 
Holiday apartments 1,327 0.21 189 
Camping 169 0.03 24 
Active tourism, leisure, and adventure activities  912 0.14 130 
Source: Authors’ own creation based on Andalusia’s Tourism Register, information provided by Andalusia’s Regional Department of 
Tourism, Regeneration, Justice and Local Administration, at the authors’ request, as of 16 November 2018 (File: Query-15318). 
The interviews were conducted between the months of July and September 2019 and comprised 
three blocks of questions: 
o The first block classified tourism businesses in Andalusia according to the main business 
variables (type of business, size of business, and annual turnover). Table 2 shows descriptive 
information about the sample analyzed. 
 
1 Restaurants, cafes and bars are not required to register with Andalusia’s Tourism Register, but they can do so voluntarily, 
so very few in the whole of the Self-Governing Region of Andalusia are recorded within this register. 
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o The second block, using Likert-type scales scored from 1 to 7, contained questions about the 
competitiveness of tourism, sustainability, and the possibility of improving tourist experience 
in Andalusia. 
o The third block identified willingness to pay among Andalusia’s tourism businesses, in order 
to make the destination more sustainable, more competitive, and improve the experiences of 
tourists visiting Andalusia. 
The questions included in this third block analyse the willingness of tourism businesses to pay six 
specific types of taxation levied on different aspects related to tourist activity (tax on overnight stays 
in P2P accommodation, waste disposal tax for tourism businesses, charge for the use of facilities, tax 
on passenger boats and ships visiting protected natural areas, tax on activities in protected areas, 
environmental conservation tax in municipalities whose main activity is eco-tourism). These types of 
taxation were defined previously by a panel of experts in a previous paper (self-citation). 
Table 2. 
Characterisation of Andalusian tourist businesses (sample analyse) 
 Number % of table N  
Activity 916 100% 
Travel agencies 229 25% 
Accommodation 1 0.1% 
Rural accommodation 343 37.4% 
Holiday apartments 189 20.6% 
Camping 24 2.6% 
Active tourism, leisure, and adventure activities  130 14.2% 
Size (number of employees) 916 100% 
Self-employed/no employees 260 28.4% 
1-9 584 63.8% 
10-49 65 7.1% 
50-249 7 0.8% 
Turnover tranche (€) 916 100% 
Up to 50,000 221 24.1% 
Between 50,001 and 100,000 231 25.2% 
Between 100,001 and 500,000 406 44.3% 
Between 500,001 and 1,000,000 45 4.9% 
Between 1,000,001 and 2,000,000 8 0.9% 
More than 2,000,000 5 0.5% 
Source: Authors’ own creation. 
3.2.    Logistic regression 
The multivariate logistic or logit model expresses the probability that Andalusian tourism 
businesses are willing to pay (WTP) in accordance with different factors (activity, turnover, and 
business size), which act as independent variables (Greene, 1997).  
The logistical model expresses the odds (defined as the ratio between the likelihood that tourism 
businesses are WTP and the likelihood that tourism businesses are not WTP) as an exponential 
function of the independent variables: 
𝑝
1−𝑝
= 𝑒𝛽0+𝛽1𝛸1+𝛽2𝛸2+.........+𝛽𝑛𝛸𝑛     (1) 
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Where p is the probability of being willing to pay and Xi (i=1,2,…,n) are the independent 
variables (factors of the tourism businesses). The βi are regression coefficients to be estimated in the 
analysis. The equation can also be formulated as follows: 
𝑝
1−𝑝
= 𝑒𝛽0𝑒𝛽1𝛸1𝑒𝛽2𝛸2 . . . 𝑒𝛽𝑛𝛸𝑛        (2) 
Hence, a unit increase in a certain factor Xi – or the presence of a factor with regard to the 
absence in the case of dichotomous factors- multiplies the odds for the value. Therefore, the 
significant influence of a factor will be measured in terms of variation in the odds. To quantity the 
goodness of fit provided by the model, the probability of the sample results is studied, assuming the 
parameters studied, in other words, how likely they are. 
A statistic has been used for this purpose, defined as: minus two times the likelihood logarithm 
(-2LL). If –2LL is zero, the fit is perfect. Another goodness-of-fit measure is the Nagelkerke R2 
coefficient, which is an interpretation of the % of explained variance. In parallel, the Hosmer and 
Lemeshow test verifies the calibration of the model; in other words, the extent to which the predicted 
likelihood aligns with the reality. 
3.3.    Exploratory factor analysis 
The aim of exploratory factor analysis is to identify the underlying variables that explain the 
configuration of correlations within a prior set of observed variables. It is usually used when reducing 
data to identify a small number of factors that explain the majority of variance observed in a larger 
number of observed variables (Pérez & Medrano, 2010). In this regard, there are two indicators used 
to justify the application of exploratory factor analysis (Everitt & Wykes, 2001): 
o The whole correlation matrix, through Barlett’s test of sphericity, which provides the 
statistical probability that the correlation matrix of the variables should be an identity matrix. 
It is obtained by transforming the Chi-Squared of the determinant of the correlation’s matrix. 
The higher this statistic, provided the level of significance is less than 0.05, the null hypothesis 
that the matrix is an identity matrix will be rejected.  
o The Kaiser-Meyer-Olkin (KMO) statistic. This index varies between 0 and 1, reaching 1 when 
each variable is perfectly predicted without error by the other variables. If the value of KMO 
is 0.8 or higher, sampling adequacy is meritorious; if it is 0.7 or higher, the measure is 
middling; if it is 0.60 or higher the measures is mediocre; 0.50 or above it is miserable and 
below 0.50 is unacceptable for exploratory analysis. This sampling adequacy measure 
increases as the sample size increases, the mean correlations increase, the number of variables 
increases, or the number of factors decreases. The level of significance employed in analyses 
is 5% (α=0.05).  
Specifically, this paper analyses whether there are certain types of taxations or levies in relation 
to which businesses display a greater willingness to pay on the whole. In order achieve this goal, 
exploratory factor analysis will be conducted in relation to the six types of taxation proposed, in order 
to detect natural clustering of data in the underlying factors. 
3.4.    Decision trees 
A decision tree is a type of supervised learning algorithm used in classification and regression 
tasks in complex databases. They can be applied to categorical and continuous variables, and they are 
easy to understand, interpret and visualize (Hothorn et al. 2006). In our particular case, it would be 
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an economic regression analysis between willingness to pay (exogenous variable) and certain 
(endogenous) business variables. 
The decision tree can be used to extract and analyze which variables in this study explain, in 
the best possible way, the willingness to pay (WTP) displayed by tourism businesses with regard to 
the natural clustering of data in underlying factors identified in the previous section. To do this, the 
tree executes a recursive algorithm, minimizing a cost (prediction cost) function. The advantages of 
decision trees are that they help to clarify results, explain the interaction of variables, and can be 
applied to mass data. This study uses conditional inference trees (Hothorn et al. 2006), which offer 
certain advantages over classic decision trees. Conditional inference trees estimate the relationship 
between variables by means of a recursive partition in a conditional inference environment. The 
algorithm operates as follows (Molnar, 2013): 
1) It tests the null hypothesis of independence between the explanatory variables and the 
explained variable through a permutation test for each explanatory variable. The partitioning 
process ends if the null hypothesis cannot be rejected. Alternatively, the variable having the 
greatest association is selected and this association is measured using the p-value of a partial 
test between each explanatory variable and the explained variable. The one with the lowest p-
value is selected. 
2) A binary partition is made for the selected variable.  
3) Steps 1) and 2) are recursively repeated. 
The implementation used for step 1 is based on the permutation test developed by Strasser and 
Weber (1999). The stop criterion in step 1 is based on the p-value adjusted by the Bonferroni method. 
Using decision trees, the research focused on identifying, based on the natural clustering of types of 
taxation identified in the exploratory factor analysis, which business variables in the tourism offer 
(specifically activity, turnover, and business size) determine the willingness to pay of companies, as 
well as the percentage of their turnover they would be willing to pay. To achieve this goal, 
multinomial regression will be used by means of decision trees, since this technique offers a series of 
advantages over multinomial logical regression: for example, they help to clarify results, explain the 
interaction of variables, and can be applied to mass data. 
4. RESULTS  
Out of a total of 916 interviews conducted with the managers of Andalusian tourism businesses, 
88.4% consider that the costs of maintaining and conserving infrastructures, as well as expenses 
derived from the provision of public services, are higher owing to the existence of tourist activity in 
a territory. In addition, 86.8% expressed their agreement that tourist activity generates negative 
impacts on the tourist destination, including: generation of waste, pollution and contamination, 
congestion in tourist hot spots, vandalism, saturation of certain services, etc. Finally, 95.9% of 
respondents stated that, in order to make the destination more competitive, both infrastructures and 
the services provided, fundamentally, must be improved. As shown in Table 3, there is a high level 
of agreement among tourism businesses in Andalusia that the tourist experience within this region 
could be enhanced, chiefly, through improved tourist infrastructures, followed by tourist services, 
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Table 3.  
Options for improving the tourism experience 
 
Valid N Mean Standard d. Minimum Median Maximum 
General infrastructure (public transport, safety, 
cleanliness, crowding, traffic, etc.) 
916 5.84 1.14 1.00 6.00 7.00 
Touristic infrastructure (preservation and 
maintenance of tourism attractions, emblematic 
buildings, the environment, etc.) 
916 5.95 1.14 1.00 6.00 7.00 
Tourism services (cultural and leisure offering, 
tourism lodging, tourist information services, 
Internet connection, etc.) 
916 5.85 1.18 1.00 6.00 7.00 
Wellbeing of the population (safety, cleanliness, 
waste collection, public service provision, etc.) 
916 5.55 1.31 1.00 6.00 7.00 
Source: Author’s own creation. 
A business is considered to have a negative WTP if it expresses an unwillingness to pay any of 
the six types of taxation proposed, and a positive WTP if it expresses a willingness to pay at least one 
of the six types of taxation proposed. The results indicate that 91% of managers of Andalusian tourism 
businesses would be willing to pay at least one of the types of taxation and, therefore, have a positive 
WTP. 
4.1.    Relevant factors in WTP and identification of types of taxation 
4.1.1. Identification of relevant factors in the WTP of tourism businesses 
To identify which factors are relevant in the WTP of the tourism business surveyed with regard 
to forms of taxation applicable to the business sector, which would finance policies capable of 
increasing the sustainability and, therefore, the competitiveness of the destination, the prediction 
model was calculated on a random sub-sample of 80% of the total sample, and the results were then 
validated on the remaining 20%. 
Table 4. 




Wald d.f Sig. Exp(B) 95% CI for EXP(B) 
Lower Upper 
 ACTIVITY: Travel agencies (Cat. Ref.)   39.937 3 .000    
Rural accommodation 3.112 .506 37.821 1 .000 22.459 8.331 60.544 
Apartments 1.425 .457 9.740 1 .002 4.158 1.699 10.174 
Active tourism, leisure, and adventure activities  1.170 .497 5.540 1 .019 3.221 1.216 8.532 
TURNOVER: Up to 50.000 (Cat. Ref.)   61.446 5 .000    
Between 50,001 and 100.000 2.122 .422 25.320 1 .000 8.348 3.653 19.077 
Between 100,001 and 500,000 3.800 .505 56.628 1 .000 44.704 16.615 120.277 
Between 500,001 and 1,000,000 2.868 .822 12.169 1 .000 17.603 3.513 88.192 
Between 1,000,001 and 2,000,000 -.143 .900 .025 1 .874 .867 .148 5.061 
Over 2,000.000 -21.295 40192.970 .000 1 1.000 .000 .000 . 
Constant -.649 .472 1.894 1 .169 .522 Constant -.649 
Source: Author’s own creation. 
The area under the curve (AUC) in the training sample reaches a value of 0.822, which can be 
considered optimum, since AUC values close to 1 or 0 indicate that the test is adequate or inadequate, 
respectively; whereas values close to 0.5 indicate that using the test is no better than chance. The 
AUC for the validation sample, on the other hand, achieves a value of 0.793, which could also be 
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considered optimal. The sensitivity, specificity, VP+ and VP- of the training sample (93.2%, 46.4%, 
94.1%, 42.7%), and the validation sample (94.4%, 31.3%, 93.9%, 33.3%) confirm that it is an 
excellent model that can be extrapolated and performs well in cases not taken into account during its 
creation (optimum validation AUC). Furthermore, it offers good quality indices for the detection of 
positive WTP on the training and validation samples (above 90%) although they are more moderate 
in the detection of negative WTP (around 35-45%). 
Therefore, the relevant factors in the WTP of the tourism businesses surveyed regarding forms 
of taxation to fund policies that would enhance the sustainability and competitiveness of the 
destination are: agents whose main activity is rural accommodation, holiday apartments, active 
tourism and adventure activities, with an annual turnover in excess of 50,000 euros. The model 
achieves an R2 of 27.9%. The Hosmer and Lemeshow test yields a Chi2 value of 11.574 and a p-
value of 0.067 (the Hosmer-Lemeshow statistic indicates a poor fit if the significance value is less 
than 0.05; therefore, the model offers an adequate fit to the data). 
4.1.2. Forms of taxation that generate greater willingness to pay among tourism businesses 
To identify which forms of taxation generate a greater willingness to pay (WTP) among the 
tourism businesses identified, respondents were asked which type of taxation they would be willing 
to pay in order to improve the sustainability and competitiveness of the tourist destination, and which 
percentage of their annual turnover they would contribute. Specifically, they were asked about six 
types of taxation levied on tourist activity. These types of taxation had been previously defined using 
a panel of experts (self-citation). The results are set out in Table 5. 
Table 5.  
Forms of taxation that generate greater willingness to pay in the business sector 
 






Minimum Median Maximum 
Tax on overnight stays in P2P 
accommodation  
Total 916 100% 641 2.67 1.98 .10 2.00 20.00 
No 275 30%       
Yes 641 70%       
Waste disposal tax for tourism 
businesses  
Total 916 100% 429 1.48 1.14 .05 1.00 10.00 
No 487 53.2%       
Yes 429 46.8%       
Charge for use of facilities Total 916 100% 566 2.67 1.89 .10 2.00 20.00 
No 350 38.2%       
Yes 566 61.8%       
Tax on passenger boats and ships 
visiting protected natural areas  
Total 916 100% 657 3.04 1.98 .10 3.00 20.00 
No 259 28.3%       
Yes 657 71.7%       
Tax on activities in protected areas  Total 916 100% 743 3.14 1.96 .10 3.00 20.00 
No 173 18.9%       
Yes 743 81.1%       
Environmental conservation tax in 
municipalities whose main activity is 
eco-tourism  
Total 916 100% 664 2.53 1.73 .25 2.00 15.00 
No 252 27.5%       
Yes 664 72.5%       
Source: Author’s own creation. 
Of the six types of taxation proposed, the tax on activities in protected areas generated the 
highest level of acceptance (81.1%) followed by the environmental conservation tax in municipalities 
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whose main activity is eco-tourism (72.5%), the tax on passenger boats and ships visiting protected 
natural areas (71.7%), the tax on overnight stays in P2P accommodation (70%) and a charge for the 
use of facilities (61.8%). Only the proposed tax on waste disposal for tourism businesses generated a 
level of acceptance below 50% (46.8%).  
With regard to the average percentage of turnover the tourism businesses surveyed would be 
willing to pay with regard to each of the taxes proposed, Figure 1 shows that the highest percentages 
correspond to taxes that are most closely linked to environmental protection. Specifically, a tax on 
activities in protected areas (3.1%) and a tax on passenger boats and ships visiting protected natural 
areas (3%). 
Figure 1.  
Average percentage of annual turnover tourism businesses would be WTP for each type of taxation 
 
Source: Author’s own creation. 
Having previously identified the types of taxation that generate a greater level of WTP among 
the tourism businesses identified, exploratory factor analysis was conducted to determine whether 
there is a set of taxes in relation to which the companies show greater willingness to pay as a whole.  
This exploratory factor analysis on the types of tax identified detects the natural clustering of data 
into underlying factors. As shown in Table 6, two factors were obtained that explain 68.2% of 
variance. The model offers optimal quality (KMO 0.767, p-value of Barlett’s test of sphericity 0.000).  
Table 6.  




Tax on activities in protected areas  .899  
Tax on passenger boats and ships visiting protected natural areas  .843  
Environmental conservation tax in municipalities whose main activity is eco-tourism  .792  
Waste disposal tax for tourism businesses   .815 
Tax on overnight stays in P2P accommodation   .786 
Charge for the use of facilities   .606 
Source: Author’s own creation. 
Based on the results, there are two types of taxation, levied on different issues, that tourism 








Tax on activities in protected areas
Tax on passenger boats and ship visiting
protected natural areas
Tax on overnight stays in P2P accommodation
Charge for use of facilities
Environmental conservation tax in municipalities
whose main activity is ecotourism
Waste disposal tax for tourism business
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o Generalist taxes: tax on overnight stays in P2P accommodation, waste disposal tax for tourism 
businesses, and charge for the use of facilities. 
o Environmental taxes: tax on passenger boats and ships visiting protected natural areas, tax on 
activities in protected areas, and environmental conservation tax in municipalities whose main 
activity is eco-tourism. 
4.1.3. Association of WTP around clusters of types of tax 
To expand on the identification of factors that are relevant in the WTP of the tourism businesses 
surveyed, with regard to the clustering of taxes carried out in the previous section, decision-trees were 
used.  
On the one hand, regarding the clustering of taxes carried out in the previous section, four 
different groups of tourism businesses were obtained in relation to their willingness to pay (WTP) the 
types of taxation identified: 
o Group A: companies that are not willing to pay either generalist or environmental forms of 
taxation. 
o Group B: companies that are willing to pay generalist but not environmental forms of taxation. 
o Group C: companies that are not willing to pay generalist but are willing to pay environmental 
forms of taxation. 
o Group D: companies that are willing to pay generalist and environmental forms of taxation. 
The aim of our analysis will be to identify which business variables have a higher association 
with groups A, B, C or D, using a decision tree designed specifically for this purpose. This design 
must take into account that, having defined the corresponding groups, the variables of willingness to 
pay as well as the percentage thereof are not considered on account of their direct relationship in the 
creation of the variable type of tax.  
Table 7 shows the coding of relevant variables. Figure 2 shows the decision tree, through 
business variables with the most significant association: activity, business size, and turnover. 
Table 7. 
Coding of relevant variables regarding WTP associated with the clusters of types of taxation 
Variable Coding 
Activity 1 (Travel agencies), 2 (Accommodation), 3 (Rural accommodation), 4 (Apartments), 5 
(Camping), 6 (Active tourism, leisure, adventure activities) 
Size 1 (self-employed), 2 (1 to 9 employees), 3 (10 to 49 employees), 4 (50 to 249 employees), 5 
(more than 249 employees) 
Turnover *continuous 













Decision tree for WTP associated with the different types of taxation  
 
Source: Author’s own creation. 
As shown in Figure 2, the variable that best groups the variable WTP in terms of association 
(dependency) is size. Specifically, self-employed agents display a lower willingness to pay. However, 
self-employed agents whose activity is based on rural accommodation or camping displayed a greater 
willingness to pay taxes. 
Furthermore, all companies that employ between 1 and 249 employees have a high level of 
willingness to pay taxes to increase sustainability and competitiveness, with the exception of travel 
agencies with a turnover of more than 480,000 euros. 
Finally, it should be noted that in four of the six leaves on the decision tree, there is a greater 
willingness to pay both types of taxation identified (generalist and environmental) than to pay just 
one of them, or not to pay either of them. Therefore, the vast majority of the tourism businesses 
interviewed are committed to the competitiveness and sustainability of the territory, manifested 
through their willingness to pay, as a whole, generalist and environmental types of taxation. 
4.2.    Determination of the amount tourism businesses would be willing to pay with regard to 
taxation 
Having analysed the variable willingness to pay among the tourism businesses surveyed, the 
next step was to analyse how much these companies would be willing to pay in terms of taxes to fund 
policies geared towards making the destination more sustainable and competitive. To do this, four 
categories were created, containing approximately an even percentage of the sample: 
o Category C1: represents tourism business that are not willing to pay any of the taxes proposed 
(0%); 
o Category C2: tourism businesses that are willing to pay up to 6% of their turnover (contains 
30% of the sample of those willing to pay); 
o Category C3: tourism businesses that are willing to pay between 6% and 12% of their turnover 
(contains 30% of the sample of those willing to pay); 
ABCD ABCD ABCD ABCD ABCD ABCD ABCD
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o Category C4: tourism businesses that are willing to pay more than 12% of their turnover 
(contains 40% of the sample of those willing to pay). 
Figure 3.  
Amount the tourism businesses surveyed would be willing to pay (% of turnover) 
 
Source: Author’s own creation. 
Figure 3 shows a histogram of the total amount the tourism businesses surveyed would be 
willing to pay with regard to the different forms of taxation. However, there is an irregularity in this 
histogram, since the amount they would be willing to pay (expressed as a percentage of turnover) 
clearly cannot be more than 80% of the revenues earned by the tourism business; the question was 
misunderstood or it was not understood that the percentages are accumulable between the different 
forms of taxation. 
We set out to analyse the amount tourism businesses would be willing to pay through a decision 
tree that seeks to explain the four categories defined previously. The database was filtered in order to 
eliminate the variables WTP and the amount, owing to the fact that these variables would fully explain 
the categories defined.  
Hence, Table 8 shows the coding of the relevant variables, and Figure 4 shows the 
corresponding decision tree. 
Table 8.  
Coding of relevant variables in decision trees for the amount tourism businesses would be willing to 
pay 
Variable Coding 
Activity 1 (Travel agency), 2 (Accommodation), 3 (Rural accommodation), 4 (Apartments), 5 
(Camping), 6 (Active tourism, leisure and adventure activities) 
Size 1 (self-employed), 2 (1 to 9 employees), 3 (10 to 49 employees), 4 (50 to 249 employees), 5 
(more than 249 employees) 
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Figure 4.  
Decision tree for the categorised variable of the amount the tourism businesses surveyed would be 
willing to pay 
 
Source: Author’s own creation. 
The variable with the highest association is the company’s type of tourism activity, with a 
greater willingness to pay observed among agents engaged in the areas of accommodation, rural 
accommodation, and active tourism, leisure and adventure activities. Almost 50% of those surveyed 
who are engaged in these activities consider that more than 12% of their annual turnover should be 
used to pay taxes linked to tourism, whereas close to 40% consider that between 6% and 12% of their 
revenue should be allocated in this regard.  
Travel agents and agencies, as well as agents who offer holiday apartments and camping 
facilities, on the other hand, are willing to pay less. This is particularly true of sole traders with no 
employees, 30% of whom have a negative WTP, with close to 30% considering that they should pay 
up to a maximum of 6% of their turnover. However, for the specific case of businesses that offer 
holiday apartments and employ between 1 and 249 people, there is a high level of willingness to pay.  
It should be highlighted, however, that even though quantiles are robust measures in the 
presence of atypical data, a willingness of tourism businesses to pay between 6% and 12% of their 
turnover in order to improve the sustainability and competitiveness of the tourist destination is a little 
unrealistic.  
This could be due to several factors. On the one hand, because the respondents did not consider 
that the percentages payable for each type of taxation were accumulable with one another; and on the 
other, because the respondents stated the appropriateness of establishing and paying certain forms of 
taxation linked to tourism that they themselves would not have to pay, on account of the activity 
developed by the respondent themselves. For example, a respondent whose main activity is rural 
accommodation might consider it appropriate to establish a tax on passenger boats and ships visiting 
protected natural areas, a form of taxation that the respondent’s own company would not pay, since 
it is not their own area of activity. 
5. CONCLUSIONS  
The results obtained in this study confirm the hypotheses put forward at the start of this paper: 
on the one hand, there are certain factors capable of identifying willingness to pay, and the amount 
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thereof, among Andalusian tourism businesses, in order to improve the competitiveness and 
sustainability of the destination; and on the other, there are certain types of taxation that generate 
lower levels of rejection among Andalusian tourism business than other existing forms of taxation. 
Evidently, not all the tourism businesses surveyed would be willing to pay in order to enhance 
the sustainability and competitiveness of Andalusia as a tourist destination. However, only one out 
of every ten businesses surveyed expressed their rejection of any type of taxation levied on tourist 
activity. 
Specifically, contrary to how it may appear, the tourism businesses surveyed expressed an 
important level of acceptance with regard to contributing to the funding of public goods and services 
that would improve the competitiveness and sustainability of the tourist destination through the 
establishment of taxes related with the protection of the territory, such as a tax on activities in 
protected areas (81%), an environmental conservation tax in municipalities whose main activity is 
eco-tourism (72.5%), a tax on passenger boats and ships visiting protected natural areas (71.7%), a 
tax on overnight stays in P2P accommodation  (70%) and a charge for the use of facilities (61.8%).  
In this context, taking into account that sustainable tourism requires a collective effort on the 
part of tourism businesses, prioritising social and environmental issues in their daily activities (Su & 
Swanson, 2017), in the case of Andalusia, there is an almost unanimous will among tourism 
businesses to contribute to the funding of public goods and services in order to improve the 
sustainability and, therefore, the competitiveness of Andalusia as a destination, countering the 
majority of more global studies that highlight a lack of major incentives for the tourism industry to 
invest voluntarily in sustainable practices (Candela & Cellini, 2006; Pintassilgo & Albino, 2007). 
With regard to identifying the factors inherent to business organisations that determine their 
willingness to pay forms of taxation in order to improve the competitiveness and sustainability of the 
destination, this study highlights that tourism businesses in Andalusia are characterised by certain 
characteristics that determine their willingness to pay these types of taxation. Specifically, the 
commercial activity of the businesses (fundamentally rural accommodation, apartments, and active 
and adventure tourism companies), as well as their annual turnover (over 50,000 euros), are factors 
that determine a greater willingness to pay within the tourism industry. 
However, given that the volume of turnover and the size of the tourism industry are, obviously, 
strongly related within the logit model, only the first variable was incorporated in order to avoid 
problems of collinearity; hence, the size of the tourism industry would be revealed as a decisive factor 
in willingness to pay within the tourism industry. 
Therefore, the results obtained in the case of Andalusian tourism businesses are consequential 
with the findings of previous studies (Mäntymaa et al., 2019), which determine that the willingness 
to pay of tourism businesses, in this case to contribute to the funding of ecosystemic services, is lower 
among smaller businesses. Hence, a hypothetical establishment of taxes linked to tourist activity 
should take into account difficulties smaller companies might have paying them, especially bearing 
in mind the correlation detected in the logit model between business size and annual turnover. 
Having analysed the factors that influence willingness to pay among Andalusian tourism 
businesses of forms of taxation to improve the sustainability and competitiveness of the destination, 
and having identified which forms of taxation generate a greater willingness to pay, this study 
examines the specific amount Andalusian tourism businesses would be willing to pay. 
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In this regard, concerning the amount Andalusian tourism businesses would be willing to pay, 
the variable with the highest association is the commercial activity of the business, with agents 
dedicated to providing accommodation, rural accommodation, and active, tourism, leisure and 
adventure activities stating the highest amount, and travel agencies, holiday apartment and camping 
companies stating a willingness to pay less.  
Communication strategies could be established, geared towards these types of businesses, with 
a view to raising their awareness of the benefits derived from contributing to the sustainability and 
competitiveness of the destination, in terms of the repercussions this commitment would have on 
boosting customer satisfaction (Gao & Mattila, 2014), and consumer willingness to pay higher prices 
to companies that put such initiatives into practice (Chen & Tung, 2014; Lee et al., 2010) 
Nonetheless, the results obtained in this paper present a series of limitations, including the lack 
of interviews conducted with tourism businesses in the restaurant trade, since this type of tourism 
business is not required to register with Andalusia’s Tourism Register. The short time frame available 
in which to conduct the interviews was also a handicap, since it did not span a whole calendar year, 
which would have enriched this research. 
Finally, as future strands of research, it would be interesting to explore which business variables 
influence willingness to pay, and the amount thereof, by business cluster; in other words, groups of 
tourism businesses with certain similar characteristics. 
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1. INTRODUCCIÓN 
La transición de un destino maduro, especialmente de litoral, hacia un modelo turístico 
sostenible es una tarea particularmente difícil, fundamentalmente por el elevado flujo de turistas que 
reciben estos destinos en unas épocas concretas del año; adicionalmente, se añade que dicha transición 
implica tiempo, recursos y la disposición e implicación de los principales actores involucrados en la 
actividad turística.  
Uno de los principales retos para los gestores públicos, en este tipo de destinos, es el de buscar 
nuevas fórmulas de financiación que garanticen un nivel de ingresos adecuado al mayor esfuerzo 
financiero asumido, fruto del nivel de competencias atribuidas, que le permitan, a su vez, incrementar 
la competitividad y sostenibilidad del destino turístico y, por ende, mejorar la experiencia del turista 
en destino. En este sentido, el establecimiento de instrumentos fiscales ligados a la actividad turística 
se configura como una herramienta eficaz a través de la cual lograr la financiación pública necesaria 
para abordad este tipo de políticas. 
En el capítulo introductorio de esta tesis doctoral se planteaba como objetivo conocer la 
disposición a pagar – DAP-, ante el establecimiento de instrumentos fiscales ligados a la actividad 
turística, tanto por parte de la demanda – turistas- como por parte de oferta – empresas turísticas-, 
cuya finalidad, en ambos casos, sea dotar de recursos financieros a los gestores públicos para financiar 
políticas con las que contribuir a una mayor competitividad y sostenibilidad del destino y que 
mejoren, a la vez, la experiencia del turista.  
Para ello, en esta investigación, se ha identificado qué variables sociodemográficas y 
características de viaje, en la demanda, y qué variables o factores empresariales, en la oferta, influyen 
tanto en la disposición como en la cuantía a pagar ante el establecimiento de instrumentos fiscales 
ligados a la actividad turística. 
Los resultados obtenidos permiten validar las hipótesis planteadas al inicio de este trabajo. En 
efecto, como se ha demostrado, existe un fuerte compromiso, tanto por parte de la demanda como por 
parte de la oferta, en torno al compromiso con la sostenibilidad y la mejora de la experiencia turística 
en el destino, manifestado a través de una mayoritaria disposición de ambos agentes a pagar ante el 
establecimiento de instrumentos fiscales ligados a la actividad turística que persigan la consecución 
de estos objetivos – competitividad, sostenibilidad y experiencia del turista-. 
Asimismo, se han cumplido los objetivos establecidos al inicio de esta investigación, no sólo 
obteniendo interesantes resultados, que serán de gran utilidad en el ámbito científico y en el de la 
propia gestión del destino, sino, incluso, planteando futuras líneas de investigación que profundizarán 
sobre éstos y otros aspectos que, a buen seguro, contribuirán a avanzar hacia la gestión sostenible de 
este tipo de destinos y, en concreto, de aquel en el que se ha centrado este trabajo, la región de 
Andalucía. 
El objetivo de este último capítulo de la tesis doctoral es exponer las principales conclusiones 
extraídas de la investigación realizada; así, aunque los resultados se han ido presentando en cada uno 
de los distintos capítulos, parece oportuno recogerlos aquí, de manera sintética y ordenada, para 
obtener una visión de conjunto y más completa de su contenido. 
Una vez expuestas las conclusiones, además, se incluyen las limitaciones a las que se ha 
enfrentado esta investigación, que, aunque no invalidan los resultados obtenidos, han condicionado 
el planteamiento e, incluso, el propio método de investigación. Finalmente, se indican las futuras 
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líneas de investigación que se han abierto durante la elaboración de la presente tesis doctoral y que, 
sin lugar a dudas, permitirá seguir avanzando en el conocimiento relacionado con la obtención de 
recursos financieros que permitan seguir incrementado la competitividad, la sostenibilidad y la 
experiencia del turista en el destino. 
2. CONCLUSIONES 
La especialización turística basada en el modelo de sol y playa se encuentra inmersa, desde 
hace décadas, en un profundo debate. Son numerosas las voces que reclaman la renovación, 
regeneración y reestructuración del modelo, avanzando hacia una gestión turística que permita 
mantener la competitividad dentro de los parámetros del desarrollo turístico sostenible.  
Pese a las nuevas motivaciones de la demanda y los rasgos comunes presentes en numerosos 
destinos maduros de litoral, tales como: estacionalidad, concentración, saturación, degradación de 
recursos, pérdida de atractivo, etc., no puede darse por agotado un modelo turístico que atrae a 
millones de turistas cada año. En efecto, este nuevo escenario exige un papel más dinámico por parte 
del sector público, que debe promover nuevas estrategias de crecimiento más sostenibles, innovadoras 
y basadas en un gradual reposicionamiento competitivo diferencial del producto turístico. 
En este sentido, el grupo de expertos constituido en el ámbito de la presente tesis doctoral 
confirmó, en línea con la literatura existente en la materia, el papel clave desempeñado por los poderes 
públicos, al recaer sobre este agente la provisión de ciertos bienes y servicios que son claves en la 
competitividad del destino; y que dicha provisión conlleva a un problema de financiación púbica en 
los diferentes niveles de la administración española, principalmente en aquéllos donde nuestro 
ordenamiento jurídico les atribuye un mayor nivel de competencias en materia turística – 
fundamentalmente, a nivel autonómico y local-.  
Sin embargo, los bienes públicos plantean la cuestión acerca de cómo financiar su provisión, 
ya que la financiación privada voluntaria es inexistente o reducida para niveles óptimos de provisión; 
dada la posibilidad de consumir simultáneamente cuando otro individuo consume, y sin necesidad de 
pagar por ello. La alternativa que ofrecen los instrumentos fiscales, para evitar “la tragedia de los 
comunes”, es clara, ya que obligan a aquellos agentes sobre los que recae dicho instrumento a 
participar en su financiación, permitiendo de esta manera disponer de recursos para financiar bienes 
para los que existe demanda, y, por tanto, tienen un valor social positivo.  
El estudio desarrollado al comienzo de esta tesis doctoral, que tenía por objeto conocer el estado 
de la cuestión acerca de la fiscalidad turística, permitió concluir que el establecimiento de figuras, 
tanto impositivas como no impositivas, ligadas a la actividad turística es una práctica ampliamente 
aceptada y utilizada por los gobiernos de los principales destinos turísticos a nivel mundial.  
Más concretamente, se identificaron un total de cincuenta y siete instrumentos fiscales 
diferentes en cuarenta y nueve de los cincuenta principales destinos turísticos mundiales por número 
de llegadas internacionales de turistas; agrupados en distintas categorías tales como: entradas y 
salidas, transporte aéreo, hoteles y alojamiento, tipos impositivos sobre el consumo y medio ambiente.  
La fiscalidad turística, por tanto, se ha configurado en numerosas ocasiones como un 
instrumento eficaz a través del cual hacer frente a los problemas derivados del desarrollo turístico, 
siempre y cuando su recaudación tenga una finalidad extrafiscal cuyo objetivo sea mejorar el producto 
y, por ende, la experiencia turística. 
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Una cuestión esta última que, lamentablemente, no siempre ha sido así, siendo utilizada en 
numerosas ocasiones como un mero instrumento a través del cual incrementar la recaudación pública; 
desechando así su carácter finalista encaminado a la consecución de otros objetivos relacionados con 
la configuración de una oferta turística de calidad que permita la promoción del destino, brinde una 
experiencia satisfactoria al turista, impulse el turismo sostenible, responsable y de calidad, la 
protección, preservación, recuperación y mejora de los recursos turísticos, el fomento, la creación y 
la mejora de los productos turísticos, y el desarrollo de infraestructuras y servicios. 
En este punto, quedaría pendiente de resolver qué fórmula de financiación es la más adecuada, 
sobre quién o quiénes deben de recaer dichas figuras fiscales y en qué cuantía debe de contribuir cada 
agente. De este modo, el problema de financiación vinculado a la actividad turística justifica, según 
el alto grado de consenso alcanzado por el grupo de expertos, la necesidad de buscar nuevas fórmulas 
de financiación que recaigan en aquellos agentes que participan en el mercado turístico, 
fundamentalmente, turistas y oferta turística; y que éstas adopten, principalmente, la forma de tributos 
y, en menor medida, precios públicos. 
En el caso de España, en su ámbito autonómico, actualmente se encuentran vigentes dos figuras 
tributarias que gravan la actividad turística en la Comunidad Autónoma de Cataluña y en la 
Comunidad Autónoma de Islas Baleares; en ambos casos se grava el alojamiento, por lo que no se ha 
aplicado ni al resto de actividades realizadas por el turista ni se ha tenido en cuenta el establecimiento 
de instrumentos fiscales que graven a otros agentes participantes en la actividad. 
En este sentido, tal y como recoge la Tabla 1, el grupo de expertos identificó veinticuatro 
figuras, tributarias y no tributarias, susceptibles de implantación; y que éstas, a diferencia de las 
tendencias en materia de tributación turística no recaigan, únicamente, en el servicio de alojamiento 
y en el turista.  
Más concretamente, en cuanto al número de figuras delimitadas, destacan aquellas ligadas 
directamente a la categoría medio ambiente – diez figuras- y otras sin clasificar – nueve figuras- que 
engloba a una amalgama de actividades turísticas relacionadas con la demanda, principalmente, 
vinculadas a recursos turísticos, ocio y espectáculos. Mientras que en lo relativo al nivel de 
administración en el que debería implantarse, la mayoría de las figuras han sido delimitadas a nivel 
autonómico – doce figuras- y local – diez figuras-. 
Tabla 1.  
Resumen delimitación figuras  
  Nivel de administración Agente 
Figuras tributarias y no tributarias C.T. Central Autonóm. Local Turista S. Privado 
Tasa de embarque/ desembarque de 
pasajeros 
ES X   X  
Tasa/Impuesto de seguridad aérea TA X   X  
Cargo por uso de instalaciones TA   X  X 
Impuesto sobre estancias turísticas HA   X X  
Impuestos por pernoctación en 
alojamientos P2P 
HA X  X X X 
Impuesto sobre emisiones de carbono MA X    X 
Impuesto de senderismo y montañismo MA  X  X  
Impuesto sobre el ruido de aeronaves MA X    X 
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Tickets de visita en las principales 
atracciones turísticas 
MA  X  X  
Tasa de conservación medioambiental 
en municipios cuya actividad principal 
es el eco-turismo 
MA   X X X 
Cargo de entrada a monumentos y 
parques nacionales 
MA  X  X  
Precio público entrada a parques 
naturales/nacionales 
MA X X  X  
Impuesto sobre basuras a empresas 
turísticas 
MA   X  X 
Impuesto de embarque marítimo de 
pasajeros en áreas naturales protegidas 
MA  X   X 
Impuesto sobre actividades en áreas 
protegidas 
MA  X   X 
Precio público entrada a museos OT  X X X  
Alquiler de vehículos OT   X X  
Precio público entrada a teatros y 
espectáculos 
OT  X X X  
Impuesto sobre el combustible de 
aeronaves 
OT X    X 
Impuesto de entrada a municipio 
catalogado como turístico 
OT   X X  
Impuesto sobre apuestas OT  X  X  
Impuesto sobre atracciones turísticas OT  X  X  
Precio público entrada a recursos 
turísticos públicos 
OT  X X X  
Impuesto sobre el juego OT  X  X  
Fuente: Elaboración propia. 
Referente al agente obligado a hacer frente al pago de la misma, la opinión de los expertos ha 
establecido que éstas recaigan principalmente en turistas – diecisiete figuras- y sector privado turístico 
– nueve figuras-. Resulta razonable que el grupo de expertos exonere a la población residente del 
pago ante una hipotética implantación de figuras tributarias y/o precios públicos afectos a la actividad 
turística; dado que ha sido dicho agente, a través de exacciones fiscales, el que ha permitido sufragar, 
en gran medida, la acometida de inversiones que han dotado de atractivo al destino. 
Dado que la fiscalidad de la actividad turística, por sí misma, no es garante ni de una mayor 
calidad del producto turístico ni de una mayor sostenibilidad territorial, la configuración de un sistema 
fiscal de carácter turístico no puede ser fruto del azar o la ocurrencia del partido político que dirige la 
administración pública en un determinado momento, sino que éste debe responder al ideal de sistema 
óptimo, justo y equitativo. 
Para cumplir con dichas premisas, una vez delimitadas las distintas figuras, tanto tributarias 
como no tributarias, resulta justificable realizar un proceso de análisis que permita incorporar a los 
stakeholders implicados; puesto que no planificar convenientemente el conjunto de figuras 
delimitadas antes de su implantación, excluyendo la opinión de los agentes, puede ocasionar que se 
convierta en una medida impopular para el turista – pudiendo instar a que opte, en un escenario 
altamente competitivo, por un destino alternativo-, provocar que las figuras elegidas tengan una carga 
fiscal desequilibrada para la oferta turística – lo que puede inducir a abandonar la economía formal 
tanto de empresas turísticas como las que no lo son, debido al efecto arrastre- o, incluso, que dicha 
CAPÍTULO 7. CONCLUSIONES, LIMITACIONES Y FUTURAS LÍNEAS DE INVESTIGACIÓN 
171/199 
elección concreta de figuras suponga un nivel de recaudación insuficiente – generando menores 
niveles de ingresos fiscales que otras alternativas que pudieran gozan de una mayor aceptación por 
parte de los stakeholders-. 
En este contexto, considerando que el turismo es una actividad orientada a la demanda y que la 
variable precio se configura como uno de los principales factores a la hora de elegir un destino – 
puesto que existen alternativas capaces de satisfacer las mismas motivaciones del turista, 
especialmente, en destinos de sol y playa-, se considera esencial conocer, debido a las implicaciones 
derivadas de un eventual incremento de precios, tanto la DAP y sensibilidad de la demanda turística, 
como la DAP de la oferta turística; permitiendo discernir acerca de la idoneidad del establecimiento 
de instrumentos fiscales afectos a la actividad turística.  
Respecto a la demanda turística, la negativa a pagar del 24,72% de los turistas implicaría un 
descenso de los flujos turísticos que visitan Andalucía de casi un 25% ante una eventual subida de 
precios derivada del establecimiento de instrumentos fiscales vinculados a la actividad turística. Sin 
embargo, una subida de hasta aproximadamente un 5% sobre el presupuesto diario por turista, 
implicaría elasticidades menores que 1 en valor absoluto, indicando una demanda relativamente 
inelástica del turista que visita Andalucía; por tanto, una subida muy moderada sobre el presupuesto, 
hasta dicho porcentaje, no tendría consecuencias significativas en la llegada de turistas a la región. 
Sin embargo, aun cuando la introducción de instrumentos fiscales ligados a la actividad turística 
produjera una caída en el número de visitantes, también conllevaría una reducción automática de la 
congestión del destino, con carácter general, y en determinadas atracciones turísticas, de forma 
particular y; por tanto, mejorará la experiencia del visitante en el destino turístico, atrayendo a otros 
segmentos turísticos con una mayor DAP por esta mejora incremental de la experiencia, 
compensando una eventual caída de la demanda. El objetivo, por tanto, no debe ser el número de 
turistas que un destino reciba, sino la rentabilidad económica y social que dicha actividad genere en 
el destino, en este caso Andalucía. 
Respecto a la oferta turística, de forma contraria a lo que pudiera parecer en un primer momento, 
las empresas turísticas andaluzas encuestadas muestran una voluntad casi unánime – nueve de cada 
diez empresas mostraron una DAP positiva- a contribuir a la financiación de los bienes y servicios 
públicos que permitan mejorar la competitividad y sostenibilidad del destino turístico, a través del 
pago derivado del establecimiento de figuras tributarias relacionadas con la protección del territorio; 
en contraposición a la mayoría de estudios de carácter más global en la que se pone de manifiesto que 
la oferta turística no tiene fuertes incentivos para invertir en prácticas sostenibles de manera 
voluntaria. 
Por tanto, el compromiso con la sostenibilidad y la mejora de la experiencia, tanto por parte del 
sector público como por parte de la demanda y oferta turística, establece un adecuado punto de partida 
para comenzar un progreso real hacia la gestión sostenible de los destinos turísticos. Así, un cambio 
real centrado en la sostenibilidad requiere abordar cambios profundos, tanto en actitudes y actividades 
de los agentes participantes en la actividad, como en la identidad del propio destino turístico, 
estableciendo estrategias de reposicionamiento a través de la apuesta por la innovación y la 
diferenciación de la oferta, que se traduzca en experiencias memorables en el destino, generando una 
mayor rentabilidad socioeconómica del mismo y consolidando el liderazgo en el tiempo como destino 
único, diferenciado y responsable. Se debe evitar, por tanto, caer en el error de realizar 
transformaciones superficiales, apoyadas en simples estrategias de marketing, que tengan por objeto 
presentar como sostenibles destinos que efectivamente no tienen dicha consideración. 
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Sin embargo, la complejidad y dificultad que envuelve dicha transición requiere, desde una 
perspectiva tanto de gestión como de investigación, obtener una comprensión más profunda acerca 
de la actitud por parte de la demanda y la oferta turística, así como sus implicaciones económicas con 
respecto a la sostenibilidad, competitividad y mejora de la experiencia en el destino.  
En consecuencia, un desafío importante al que tienen que hacer frente tanto los responsables de 
formular políticas públicas, como los gestores de destinos turísticos, es identificar qué variables 
sociodemográficas y de características de viaje – en la demanda turística- y qué variables o factores 
empresariales – en la oferta turística- explican la DAP de ambos agentes, ya que permitirá una mayor 
eficacia en la formulación e implementación de políticas que permitan alcanzar los objetivos 
anteriormente señalados.  
En este sentido, la presente tesis doctoral presenta una serie de novedades. En primer lugar, se 
realiza la identificación de variables explicativas que determinan tanto la DAP general, como la 
cuantía dispuesta a satisfacer. En segundo lugar, se presentan, a turistas y empresas turísticas, 
distintos instrumentos fiscales que gravan la actividad turística para que éstos muestren el grado de 
aceptación sobre cada uno de ellos. En tercer lugar, se propone a ambos agentes que muestren su 
opinión sobre cuál debería ser el destino de la recaudación, teniendo por objeto la mejora de la 
experiencia del turista en el destino a través de las distintas dimensiones presentadas. 
Respecto a la demanda turística se han identificado determinadas variables que permiten 
identificar su disposición y cuantía a pagar, tanto para mejorar su experiencia en el destino como para 
dotarlo de mayor sostenibilidad, tal y como se muestra en la Tabla 2. 
Tabla 2.  
Variables relevantes DAP turista 
Variables sociodemográficas 




Nivel de estudios 
Fuente: Elaboración propia. 
Los factores sociodemográficos que han resultado ser determinantes en la DAP coinciden con 
las conclusiones alcanzadas en trabajos anteriores; es decir, la variable ingresos es la que mejor agrupa 
en términos de asociación a la variable DAP, en consonancia con otros estudios que concluyen que 
aquellos turistas con menores niveles de ingresos muestran mayor sensibilidad a cambios en los 
precios. A partir de la variable ingresos, junto con el presupuesto diario, se produce la interacción con 
el resto de variables que han resultado ser determinantes; en concreto, sexo, edad y nivel de estudios. 
Relativo a la cantidad que están dispuestos a pagar los turistas, como consecuencia del 
establecimiento de tributos y/o precios públicos que incrementen el precio del producto, los factores 
ingresos y presupuesto aparecen, nuevamente, como las variables con mayor asociación respecto a la 
cantidad de pago, tal y como muestra la Tabla 3. Sin embargo, a diferencia de la variable DAP, 
aparecen nuevas variables explicativas relacionadas con las características de viaje que determinan la 
cantidad adicional a pagar por parte del turista. 
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Tabla 3.  
Variables relevantes cantidad DAP turista 
Variables sociodemográficas y características de viaje 
Ingresos netos anuales 
Presupuesto diario 
Lugar de residencia/origen 
Acompañantes 
Alojamiento 
Propósito del viaje 
Fuente: Elaboración propia. 
Adicionalmente, se han identificado una serie de figuras tributarias y/o precios públicos sobre 
las que el turista muestra una mayor DAP; más concretamente: precio público de entrada a recursos 
turísticos públicos (71,6%), impuesto sobre estancias turísticas (62,2%), Impuesto sobre atracciones 
turísticas (52,5%), precio público de entrada a museos (52,5%) y tasa de conservación 
medioambiental en municipios cuya actividad principal es el ecoturismo (50,1%).  
Respecto a la DAP en torno a las agrupaciones naturales o dimensiones de instrumentos fiscales 
identificados, el turista muestra una mayor DAP en aquellas dimensiones vinculadas a la fiscalidad 
relacionada con factores medioambientales y de determinados servicios turísticos, tal y como muestra 
la Tabla 4. 
Tabla 4.  
Dimensiones de figuras resultantes 
Dimensión 1: Medioambiental 
Impuesto de senderismo y montañismo 
Precio público entrada a parques naturales/nacionales 
Impuesto de entrada a municipio catalogado como turístico 
Tasa de conservación medioambiental en municipios cuya actividad principal es el ecoturismo 
Dimensión 2: Servicios turísticos 
Impuesto sobre estancias turísticas 
Impuesto sobre atracciones turísticas 
Precio público entrada a museos 
Precio público entrada a teatros y espectáculos 
Fuente: Elaboración propia. 
La DAP que muestran los turistas por la dimensión vinculada a factores medioambientales es 
coherente tanto con la reconocida conciencia ambientalista del turista del siglo XXI, como por el 
deseo de protección de unos recursos ambientales especialmente degradados en un modelo de 
especialización turística de masas, generalmente poco sostenible, como es el turismo de litoral o sol 
y playa. 
Por su parte, la dimensión que grava determinados servicios turísticos ha resultado ser la 
categoría de figuras sobre las que existe una mayor DAP por parte de la demanda; confirmando, de 
acuerdo a trabajos anteriores, que el turista que se desplaza cientos de kilómetros exige autenticidad 
y experiencias memorables, y, por tanto, muestra su DAP por ello. 
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Asimismo, y como novedad en esta tesis doctoral, se consideró pertinente seguir profundizando 
en un mejor entendimiento acerca de las variables que explican la DAP por parte del turista en las 
distintas dimensiones de figuras identificadas. La práctica totalidad de factores, tanto 
sociodemográficos como de características de viaje, son comunes a la explicación de la DAP de las 
distintas dimensiones identificadas, tal y como muestra la Tabla 5. 
Tabla 5.  
Variables relevantes DAP dimensiones 
Variables sociodemográficas y características de viaje 
Propósito del viaje 
Ingresos netos anuales 
Presupuesto diario 
Lugar de origen 
Fuente: Elaboración propia. 
Sin embargo, dichos factores no se manifiestan de igual modo en todas las dimensiones, siendo 
relevante en el presente trabajo identificar qué grado de explicación tienen dichos factores en las dos 
dimensiones en las que el turista muestra una mayor DAP, es decir, la dimensión vinculada a factores 
medioambientales y la dimensión vinculada a servicios turísticos. En este sentido, las variables que 
mayor capacidad de explicación tienen son el propósito del viaje – motivación rural, salud/bienestar, 
náutico/puerto deportivo y de naturaleza- respecto a la primera dimensión y el nivel de ingresos – a 
partir de 30.000 euros de ingresos netos anuales- respecto a la segunda dimensión.  
Respecto al destino de la recaudación, tal y como muestra la Tabla 6, existe un alto grado de 
acuerdo entre la demanda turística al considerar que la experiencia turística en el territorio andaluz se 
puede incrementar, principalmente, a través de la mejora de la infraestructura general, seguida de los 
servicios turísticos, del bienestar de la población residente y de la infraestructura turística. 
Tabla 6.  
Opciones de mejora de la experiencia turística y destino de la recaudación 
Opciones de mejora Destino de la recaudación 
Infraestructura general Transporte público, seguridad, limpieza, congestión, tráfico, etc. 
Servicios turísticos Oferta cultural y de ocio, alojamiento turístico, servicios de información al 
turista, conexión a internet, etc. 
Bienestar de la población residente Seguridad, limpieza, recogida de residuos, provisión de servicios públicos, 
etc. 
Infraestructura turística Preservación y mantenimiento de atracciones turísticas, edificios 
emblemáticos, protección medioambiental, etc. 
Fuente: Elaboración propia. 
En cuanto a la oferta turística, uno de los principales hallazgos en la presente investigación, 
debido a la escasez de literatura existente, ha sido identificar qué variables o factores de carácter 
empresarial, inherentes a la oferta turística privada, determinan la DAP ante el establecimiento de 
instrumentos fiscales que permitan obtener la financiación pública necesaria para establecer políticas 
a través de las cuales dotar de una mayor sostenibilidad y competitividad al destino. El presente 
trabajo determina que, tal y como muestra la Tabla 7, tanto la actividad comercial a la que se dedican 
las empresas como la facturación anual que obtienen estas sociedades son factores que determinan la 
DAP por parte de la oferta turística ante el establecimiento de figuras tributarias ligadas a la actividad 
turística. 
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Tabla 7.  
Variables relevantes DAP oferta turística 
Factores Detalle 
Actividad comercial Empresas de alojamiento rural, apartamentos y empresas de turismo activo, 
ocio y actividades de aventura 
Facturación anual > 50.000€ 
Fuente: Elaboración propia. 
Adicionalmente, dado que el volumen de facturación y el tamaño de la oferta turística resultaron 
estar, de forma evidente, altamente relacionados en el modelo logit, solo se introdujo la primera 
variable para evitar problemas de colinealidad, por lo que el tamaño de la oferta turística también se 
revelaría como un factor determinante de la DAP de la oferta turística.  
Por tanto, los resultados obtenidos en el caso de las empresas turísticas andaluzas son 
consecuentes con los resultados obtenidos en trabajos previos, que determinan que la DAP de las 
empresas turísticas, en este caso, para contribuir a la financiación de servicios ecosistémicos, es 
menor, a medida que se reduce el tamaño de la organización empresarial. De este modo, un hipotético 
establecimiento de tributos ligados a la actividad turística debería tener en cuenta las dificultades para 
hacer frente al pago de los mismos por parte de las empresas de reducido tamaño, más aún si cabe 
teniendo en cuenta la correlación detectada en el modelo logit entre tamaño empresarial y facturación 
anual. 
En lo concerniente a la cantidad que están dispuestas a pagar las empresas turísticas andaluzas, 
la variable con mayor asociación es la actividad comercial a la que se dedican las empresas, siendo 
los agentes dedicados al alojamiento, alojamiento rural y turismo activo, ocio y actividades de 
aventura, los que se decantan por una mayor cantidad, y las empresas de agencias de viajes, 
apartamentos y campings, las que presentan una menor disposición a pagar. 
Asimismo, se han identificado una serie de figuras sobre las que la oferta turística muestra una 
mayor DAP, fundamentalmente, vinculadas a la fiscalidad relacionada con la protección del territorio, 
tales como el impuesto sobre actividades en áreas protegidas (81,1%), tasa de conservación 
medioambiental en municipios cuya actividad principal es el eco-turismo (72,5%), impuesto de 
embarque marítimo de pasajeros en áreas naturales protegidas (71,7%), impuesto de pernoctación en 
alojamientos P2P (70%) y el cargo por uso de instalaciones (61,8%). 
En lo referente al destino de la recaudación, tal y como muestra la Tabla 8, existe un alto grado 
de acuerdo entre las empresas turísticas de Andalucía al considerar que la experiencia turística en el 
territorio andaluz se puede incrementar, principalmente, a través de la mejora de la infraestructura 
turística, seguida de los servicios turísticos y de la infraestructura general. 
Tabla 8.  
Opciones de mejora de la experiencia turística y destino de la recaudación 
Opciones de mejora Destino de la recaudación 
Infraestructura turística Conservación y mantenimiento de atracciones turísticas, edificios 
emblemáticos, medio ambiente, etc. 
Servicios turísticos Oferta cultural y de ocio, alojamiento turístico, servicios de información al 
turista, conexión a internet, etc. 
Infraestructura general Transporte público, seguridad, limpieza, congestión, tráfico, etc. 
Fuente: Elaboración propia. 
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Por último, resulta adecuado sugerir la implantación de una adecuada y eficaz estrategia de 
comunicación público-privada, basada en la transparencia y en la credibilidad, tratando de asegurar 
el éxito del reposicionamiento diferencial cuyos ejes centrales sean, por un lado, la competitividad y 
sostenibilidad del destino y, por otro lado, la mejora de la experiencia turística del turista en el destino 
turístico; puesto que, en consonancia con distintos estudios previos, si los agentes participantes en la 
actividad comprenden y muestran su acuerdo con el propósito por el cual se exige el pago, es más 
probable que admitan políticas relacionadas con el establecimiento de figuras que graven la actividad 
turística.  
En efecto, por el lado de la demanda turística, es necesario abordar una estrategia de 
comunicación, previa al establecimiento de tributos y precios públicos ligados a la actividad turística, 
que informe sobre los motivos que justifican que el turista vaya a pagar más por disfrutar del destino 
turístico; de este modo, los turistas deberían recibir información relevante y precisa, que permita tanto 
la mejora en la toma de decisiones de dicho agente como una adecuada generación de expectativas 
acerca del destino. 
Por el lado de la oferta turística, la estrategia de comunicación debería tener como objetivo 
concienciar acerca de los beneficios derivados tanto de incorporar y priorizar cuestiones sociales y 
ambientales en sus actividades diarias como de contribuir a la sostenibilidad y competitividad del 
destino; tanto por la repercusión que dicho compromiso tendría en la mejora de la imagen empresarial, 
en el incremento de la lealtad y en la satisfacción por parte del turista, como por la disposición de 
éstos a pagar precios más altos a empresas que ponen en práctica este tipo de iniciativas, a tenor de 
lo recogido por la literatura.   
Respecto a la población residente, principal damnificado de las externalidades negativas 
generadas por la actividad turística, se debería transmitir, a través de medidas concretas, cómo el 
importe recaudado, a través de distintos instrumentos fiscales implantados, reducirá los efectos 
adversos de la actividad y mejorará la calidad de vida de la población residente en el destino turístico.  
A tenor de lo expuesto, el turismo se convierte en un conducto para comprender las relaciones 
entre el turista y el resto de partes interesadas – oferta turística, población residente y sector público-
, siendo necesario delimitar las responsabilidades que se derivan de cada uno de ellos, aprovechando 
las relaciones existentes en beneficio de una sostenibilidad empática, que permita brindar mejores 
experiencias al turista, contribuya a la consecución de una mayor protección social, cultural y 
medioambiental del destino y genere oportunidades económicas y de desarrollo, tanto para población 
local como a empresas.  
3. LIMITACIONES 
Este trabajo de investigación se ha enfrentado a una serie de dificultades que, si bien, no 
invalidan los resultados alcanzados, se deben tener en cuenta en la interpretación de los resultados 
obtenidos. 
o Respecto a la realización y distribución de encuestas a la demanda turística hay que considerar 
dos limitaciones:  
i. El ámbito temporal elegido para la realización de las entrevistas – entre los meses de 
julio a octubre de 2019- no abarca todo un año natural; si bien, dicho periodo 
comprende gran parte de la denominada temporada alta en la tipología de sol y playa 
y, por tanto, es el momento en que mayor concentración de turistas se encuentran en 
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el destino andaluz. La realización de entrevistas a la demanda turística durante todo 
un año natural evitaría este problema, aunque debido al elevado número de la muestra, 
es altamente probable que los resultados no diferirían significativamente. 
ii. La distribución total de encuestas a la demanda turística se ha realizado atendiendo al 
criterio de punto de salida de turistas de Andalucía – aeropuertos andaluces y 
estaciones de trenes andaluzas de alta velocidad-, no contemplando, por ejemplo, la 
realización de encuestas en otros puntos de salida distintos de los analizados que han 
tenido lugar a través del transporte por carretera – autobuses, motocicletas y turismos, 
entre otros-. 
o Respecto a la realización y distribución de encuestas a la oferta turística hay que considerar 
dos limitaciones:  
i. La encuesta se ha realizado a aquellas empresas turísticas inscrita en el Registro de 
Turismo de Andalucía. En este sentido, resulta necesario destacar el hecho de que los 
establecimientos de restauración – bares, cafeterías, restaurantes, colectividades y 
catering- no son de obligada inscripción en dicho registro, siendo residual el número 
de establecimientos que bajo dicha tipología están inscritos. La inclusión de encuestas 
realizadas a esta tipología de oferta turística podría haber mostrado resultados 
diferentes a los agentes que si han sido encuestados. 
ii. Existe una considerable carencia de bibliografía científica que aborde, desde un punto 
de vista empírico, la DAP de las empresas turísticas a través de distintas variables 
empresariales, que tenga por objetivo tanto contribuir a dotar de mayor sostenibilidad 
y competitividad al destino, como la mejora de la experiencia del turista. 
o Respecto al diseño de la investigación y el planteamiento metodológico desarrollado hay que 
considerar dos limitaciones:  
i. Respecto a la DAP, tanto en el análisis de la demanda turística como en el análisis de 
la oferta turística, ésta ha sido considerada como una variable dependiente que es 
explicada, en mayor o menor medida, por un conjunto de factores; estableciéndose los 
factores sociodemográficos y características de viaje como los antecedentes del 
comportamiento del turista relativo a la DAP y los factores empresariales de la oferta 
como los antecedentes del comportamiento de la oferta relativo a la DAP. Sin 
embargo, se podrían haber incluido factores no económicos, en el caso de la demanda, 
como las motivaciones psicográficas o psicosociales para realizar una aproximación a 
la DAP. De igual modo, otros factores relacionados con la oferta turística, como los 
vinculados a la responsabilidad social corporativa, también podrían haber sido 
analizados. 
ii. Respecto a la delimitación de figuras tributarias y/o precios públicos delimitados por 
el grupo de expertos, tanto por el lado de la demanda como por el lado de la oferta, 
sería necesaria analizar con mayor profundidad, desde el punto de vista jurídico, sus 
posibilidades de implantación, puesto que el enfoque del presente estudio es 
puramente económico, aunque incida, sin ningún género de duda, en un plano jurídico. 
4. FUTURAS LÍNEAS DE INVESTIGACIÓN 
Como se ha podido comprobar, en esta tesis doctoral se ha conseguido dar respuesta a los 
problemas de investigación planteados, comprobar las hipótesis que guiaron su desarrollo y alcanzar 
los objetivos propuestos; pero también se han sentado las bases para futuras líneas de investigación. 
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En primer lugar, sería de interés explorar la existencia de grupos o clústeres de registros 
similares basados en las variables examinadas, sociodemográficas y características de viaje – para la 
demanda- y factores empresariales – para la oferta turística-; donde la similitud entre los miembros 
del mismo grupo sea alta, y, en contraposición, la similitud entre miembros de distintos grupos sea 
baja. Los resultados pueden utilizarse para identificar asociaciones que, de otra manera, no serían 
aparentes, permitiendo conocer cuál es el comportamiento de cada segmento de turistas y empresas 
respecto a cuestiones relativas sobre DAP, turismo, sostenibilidad y fiscalidad. 
En segundo lugar, una línea de investigación futura podría estar relacionada con la 
cuantificación del impacto económico, en términos de recaudación, de las diferentes propuestas de 
instrumentos fiscales delimitadas en este trabajo; realizando simulaciones sobre los cambios que se 
producirían en el turismo andaluz como consecuencia de la aplicación de cada uno de ellos, lo que 
mejorará el proceso de toma de decisiones de los responsables de establecer políticas públicas. 
Adicionalmente, también debería ser evaluado el impacto que, sobre la economía andaluza, tendrían 
los previsibles cambios producidos como consecuencia de la introducción de dichos instrumentos, 
definiendo, al mismo tiempo, metodologías para realizar esta clase de análisis. 
En tercer lugar, como se ha puesto de manifiesto, tanto por la revisión de la literatura previa, 
como a través del grupo de expertos constituido en el ámbito de la presente tesis doctoral, el problema 
de financiación pública relacionado con la actividad turística, además de estar vinculado a un nivel 
regional – de ahí que esta tesis se circunscriba a la región de Andalucía- también está presente a nivel 
local – dado que ambos niveles de administración son los que asumen mayores competencias en 
materia turística-. De forma adicional al presente trabajo, una nueva línea de investigación futura 
podría plantear un estudio similar al actual, pero desde una perspectiva local, centrada en los 
principales destinos turísticos de sol y playa – costa del sol o costa de la luz, por citar algunos a modo 























PANEL DE EXPERTOS: ENCUESTA DELIMITACIÓN DE FIGURAS TRIBUTARIAS Y NO TRIBUTARIAS, VINCULADAS A LA 
ACTIVIDAD TURÍSTICA, SUSCEPTIBLES DE APLICACIÓN POR LOS DISTINTOS NIVELES DE GOBIERNO ESPAÑOLES 
 
I. Datos del encuestado                               
Nombre y apellidos:                                   
Campo de especialización:  
Universidad o Centro de Investigación al que se encuentra adscrito:      
Teléfono:    
 
II. Competitividad turística e inversión pública 
1. ¿Considera que la actividad turística se enmarca en un entorno altamente competitivo? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
2. ¿Qué importancia otorga a los siguientes determinantes de la competitividad turística? (1=nada importante; 7=muy 
importante) 
Determinantes competitividad turística 1 2 3 4 5 6 7 
Recursos principales (historia, cultura, 
recursos naturales, clima, espectáculos, 
eventos especiales, etc.) 
       
Recursos complementarios (servicios, 
infraestructura, recursos facilitadores, etc.) 
       
Gestión del destino (políticas de 
planificación y desarrollo del destino: 
marketing, administración de recursos, 
organización, etc.) 
       
Determinantes locales (localización, 
seguridad, precios, etc.) 
       
3. ¿Cree que, en la actividad turística, a diferencia de lo que ocurre en otras industrias, el producto tiene un fuerte 
componente de bienes y servicios de provisión pública, tales como: la dotación de servicios e infraestructuras básicas 
y/o turísticas, labores de promoción turística y el mantenimiento de recursos turísticos, culturales y/o 
medioambientales? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
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4. ¿Estima que en la competitividad de un destino turístico desempeñan un papel clave los poderes públicos, al recaer 
sobre ellos la obligación en la provisión de ciertos bienes y servicios tanto al turista, para que éste pueda disfrutar 
adecuadamente de su experiencia, como al propio destino turístico, para que éste consiga ser más competitivo en los 
mercados turísticos? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
5. ¿Considera que la competitividad debería ser asumida como uno de los principales objetivos políticos, por parte de 
los destinos turísticos en los que dicha actividad desempeña un papel primordial, tanto desde un punto de vista 
económico como social? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
6. ¿La importancia de la actividad turística en los procesos de crecimiento económico y, en algunos casos, en la mejora 
de los niveles de desarrollo económico y su repercusión, por tanto, en el bienestar de la población justifica la 
asignación de recursos públicos; en aras de aumentar la posición competitiva frente a otros destinos? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
 
III. Competitividad y financiación del destino turístico 
7. ¿Cree que la acometida de inversiones y la prestación de bienes y servicios públicos, vinculados con la actividad 
turística, implican incurrir en una serie de gastos que superan con creces los ingresos públicos percibidos por el 
estado en materia turística? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
8. ¿Estima que los distintos niveles de gobierno (central, autonómico y local), se encuentran ante un problema de 
financiación en materia turística, fruto del nivel de competencias atribuidas? 
    □ Sí     □ No 
9. SI CONTESTÓ SÍ en la pregunta anterior, valore (1=poco afectado; 7=muy afectado) ¿En qué medida, los distintos 
niveles de gobierno españoles, se ven afectados por problemas de financiación en materia turística, fruto del nivel 
de competencias atribuidas? 
Niveles de gobierno 1 2 3 4 5 6 7 
Central        
Autonómico        






10. ¿Resultaría justificable la búsqueda de nuevas fórmulas de financiación, que garanticen a los distintos niveles de 
gobierno españoles un nivel de ingresos públicos adecuado al mayor esfuerzo financiero realizado por el volumen 
de competencias asumidas en materia turística? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
11. ¿Sería justificable el diseño de nuevas fórmulas de financiación que recaigan sobre los agentes que intervienen en 
el mercado turístico, vinculadas a la financiación de ciertos bienes y servicios públicos que son provistos por la 
administración pública? 
□ Sí     □ No 
12. SI CONTESTÓ SÍ en la pregunta anterior, valore (1=nada obligado; 7=totalmente obligado) ¿Sobre qué agente o 
agentes, intervinientes en el mercado turístico, considera que debiera recaer principalmente la obligación de soportar 
la financiación de ciertos bienes y servicios públicos directamente vinculados con la actividad turística?  
 Agentes intervinientes mercado turístico 1 2 3 4 5 6 7 
Turistas        
Sector privado        
Población residente        
13. En España, las competencias en materia turística recaen, principalmente, sobre las Comunidades Autónomas y los 
municipios denominados turísticos, pero también en el Gobierno Central ¿En el ejercicio de su potestad financiera 
y tributaria, qué nivel/es de gobierno debería/n ser el/los encargado/s de establecer la/s figura/s tributaria/s con las 
que financiar la inversión pública en materia turística? RESPUESTA MÚLTIPLE 
□ Gobierno Central   □ CC.AA. □ Ayuntamientos □ todos los niveles de gobierno 
14. La inversión pública necesaria para mejorar la competitividad turística de un destino ¿a través de qué formula 
considera que debería ser financiada?  RESPUESTA MÚLTIPLE 
□ Tributos □ Precios Públicos □ Otros (especifique cual) 
IV. Tendencias de financiación del gasto público en materia turística 
Con el objetivo de conocer las principales tendencias en materia impositiva vinculada a la actividad turística, se ha 
realizado una revisión, análisis y recopilación bibliográfica de literatura científica (publicada en Scopus y Web of 
Science), de organismos internacionales (OECD, UNWTO, IATA) y de fuentes oficiales pertenecientes a cada uno de los 
gobiernos que ocupan los cincuenta principales destinos turísticos a nivel mundial por número de llegadas internacionales 
de turistas. Más concretamente, se ha identificado si en dichos países se han establecido figuras tanto impositivas como 
no impositivas de carácter turístico. Con posterioridad, y con el objetivo de obtener una visión global acerca de la 
tributación turística en los principales destinos turísticos, se ha realizado una agrupación de dichas figuras atendiendo a 
la clasificación realizada por la OECD en su informe Tourism Trends and Policies (2014): i) Entradas y Salidas, ii) 
Transporte Aéreo, iii) Hoteles y Alojamientos, iv) Tipos Impositivos Sobre el Consumo, v) Medio Ambiente e vi) 
Incentivos. 
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15. En la categoría Entradas y Salidas, la OECD incluye tasas, impuestos y cargos que gravan la entrada o salida a un país. Estas figuras recaen, principalmente, sobre individuos, 
aunque también lo pueden hacer sobre operadores o tripulación. ¿Cuál/es de las siguientes figuras considera que podrían ser de implementación? En aquellas figuras en las 
cuales respondió afirmativamente, podría indicar ¿en qué nivel o niveles de administración debería implementarse y quién debería/n ser el/los agente/s que deberían hacer frente 
al pago de la misma?  
Entradas y Salidas: Figuras en los 
principales destinos turísticos 
No Sí 
Si contestó Sí, ¿en qué nivel de administración 
debería implementarse? MULTIRRESPUESTA 
¿Quién considera que debería/n hacer frente al pago 
de dicha figura? MULTIRRESPUESTA 
Central Autonómico Local Turista Sector Privado Pob. Residente 
Visado         
Cargo de entrada         
Cargo de salida         
Cargo por movimiento de pasajeros         
Derecho de embarque         
Tasa de seguridad         
Tasa por prestación de servicios en 
controles fronterizos 
        
Tasa de embarque/desembarque de 
pasajeros 
        
Salida de buques desde muelles         
Desembarco de tripulación         
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16. En la categoría Transporte Aéreo, la OECD incluye tasas, impuestos y cargos aplicados específicamente a los viajes aéreos, con el objetivo de financiar el aumento del coste 
derivado de la prestación de servicios –seguridad, servicios de pasajeros y salidas de aeropuertos- y, en algunos casos, fomentar un comportamiento más respetuoso con el medio 
ambiente. ¿Cuál/es de las siguientes figuras considera que podrían ser de implementación? En aquellas figuras en las cuales respondió afirmativamente, podría indicar ¿en qué 
nivel o niveles de administración debería implementarse y quién debería/n ser el/los agente/s que deberían hacer frente al pago de la misma? 
Transporte Aéreo: Figuras en los 
principales destinos turísticos 
No Sí 
Si contestó Sí, ¿en qué nivel de administración 
debería implementarse? MULTIRRESPUESTA 
¿Quién considera que debería/n hacer frente al pago 
de dicha figura? MULTIRRESPUESTA 
Central Autonómico Local Turista Sector Privado Pob. Residente 
Tasa/Impuesto de seguridad aérea         
Impuesto sobre pasajeros aéreos         
Impuesto sobre el ticket aéreo         
Cargo por uso de instalaciones         
Impuesto sobre aviación civil         
Impuesto de solidaridad sobre billete de 
avión 
        
Servicio nacional/internacional de 
pasajeros 
        
Impuesto de salida         
Cargo de servicio al pasajero         
Cargo de modernización y desarrollo 
aéreo 
        
Tasa de mejora aeroportuaria         
Tasa de uso de aeroestación         
Derecho de embarque de pasajeros         
Impuesto sobre el cruce de fronteras         
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17. En la categoría Hoteles y Alojamientos, la OECD incluye tributos o gravámenes específicos aplicados por los gobiernos en los cuales se gravan las pernoctaciones o estancias 
en alojamientos hoteleros. ¿Considera que la siguiente figura tributaria podría ser de implementación? En aquellas figuras en las cuales respondió afirmativamente, podría indicar 
¿en qué nivel o niveles de administración debería implementarse y quién debería/n ser el/los agente/s que deberían hacer frente al pago de la misma? 
Hoteles y Alojamientos: Figuras en 
los principales destinos turísticos 
No Sí 
Si contestó Sí, ¿en qué nivel de administración 
debería implementarse? MULTIRRESPUESTA 
¿Quién considera que debería/n hacer frente al pago 
de dicha figura? MULTIRRESPUESTA 
Central Autonómico Local Turista Sector Privado Pob. Residente 
Impuesto sobre estancias turísticas         
18. En la categoría Tipos Impositivos Sobre el Consumo, la OCDE comprende tanto impuestos sobre el valor añadido como impuestos sobre bienes y servicios que gravan el 
consumo; siendo ambas, figuras tributarias implantadas en la gran mayoría de los principales destinos turísticos a nivel internacional. A tenor de la revisión realizada, 
encontramos que en dichos destinos existen dos modalidades diferenciadas: 1) se establece un tipo impositivo fijo, o 2) se combina un tipo impositivo general junto a otro 
reducido. En el territorio nacional español, ya se encuentra implantada la figura del Impuesto sobre el Valor Añadido. ¿Considera que, a su juicio, deberían modificarse el tipo 











19. En la categoría Medio Ambiente, la OCDE comprende instrumentos fiscales establecidos por determinados gobiernos en su objetivo de proteger el medio ambiente. ¿Cuál/es de 
las siguientes figuras considera que podrían ser de implementación? En aquellas figuras en las cuales respondió afirmativamente, podría indicar ¿en qué nivel o niveles de 
administración debería implementarse y quién debería/n ser el/los agente/s que deberían hacer frente al pago de la misma? 
Medio Ambiente: Figuras en los 
principales destinos turísticos 
No Sí 
Si contestó Sí, ¿en qué nivel de administración 
debería implementarse? MULTIRRESPUESTA 
¿Quién considera que debería/n hacer frente al pago 
de dicha figura? MULTIRRESPUESTA 
Central Autonómico Local Turista Sector Privado Pob. Residente 
Impuesto sobre el ruido emitido por 
aeronaves 
        
Impuesto de embarque marítimo de 
pasajeros en áreas naturales protegidas 
        
Impuesto sobre actividades en áreas 
protegidas 
        
Impuesto sobre el Certificado de 
Impacto Ambiental 
        
Impuesto de certificación energética y 
calidad del aire de construcciones, 
remodelaciones y alquiler de 
establecimientos turísticos 
        
Tickets de visita en las principales 
atracciones turísticas 
        
Cargo de gestión medioambiental         
Tasa de conservación medioambiental 
en municipios cuya principal actividad 
económica es el eco-turismo 
        
Cargo de entrada a monumentos y 
parques nacionales 
        
Tarifa sobre visitantes en resorts y 
áreas recreativas 
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Impuesto de aterrizaje, vuelo y estancia 
de aviones 
        
Impuesto por sobrevuelo de territorio         
20. De acuerdo a la siguiente propuesta de figuras tributarias y precios públicos afectos a la actividad turística, especifique si podrían ser susceptibles de aplicación; SI CONTESTÓ 
SÍ, indique en qué nivel de administración pública debería implementarse (central, autonómico y local) y quién debería/n ser el/los agente/s que deberían hacer frente al pago de 
la misma? 
Figuras tributarias/precios públicos 
afectos a la actividad turística 
susceptibles de aplicación 
No Sí 
Si contestó Sí, ¿en qué nivel de administración 
debería implementarse? MULTIRRESPUESTA 
¿Quién considera que debería/n hacer frente al pago 
de dicha figura? MULTIRRESPUESTA 
Central Autonómico Local Turista Sector Privado Pob. Residente 
Impuesto sobre estancias turísticas         
Precio público entrada a museos         
Impuesto por pernoctación en 
alojamientos P2P (Airbnb, Homeaway, 
etc) 
        
Precio público por entrada a recursos 
turísticos públicos (bienes 
patrimoniales, jardines emblemáticos, 
yacimientos arqueológicos, etc.) 
        
Precio público entrada a parques 
naturales/nacionales 
        
Registro de la marca-destino y pago por 
el uso de la marca-destino 
        
Alquiler de vehículos         
Impuesto por contratación de guías 
turísticas 
        
Impuesto de aparcamiento en 
aeropuertos 
        
Impuesto de senderismo/montañismo         
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Impuesto sobre el transporte de turistas         
Impuesto sobre atracciones turísticas         
Precio público entrada a teatros y 
espectáculos 
        
Impuesto sobre el juego          
Impuesto sobre apuestas         
Impuesto sobre el combustible de 
aeronaves 
        
Impuesto sobre el ruido de aeronaves         
Impuesto de gestión ambiental         
Impuesto de entrada a municipio 
catalogado como turístico 
        
Impuesto sobre basuras a empresas 
turísticas 
        
Impuesto sobre emisiones de carbono         
21. Finalmente, ¿podrían implementarse otras figuras que no han sido contempladas en preguntas anteriores? En caso afirmativo, especifique por favor el nivel de administración 
en el que debería implementarse, así como el sujeto pasivo sobre el que usted cree que debería recaer la obligación. En caso negativo, es decir, si considera que a su juicio no 
existen otras figuras tributarias y/o precios públicos susceptibles de implantación, por favor indique "No". 
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ANEXO 2.  
BREVE FICHA TÉCNICA DE LOS EXPERTOS PARTICIPANTES EN LA DELIMITACIÓN DE INSTRUMENTOS FISCALES 





Apellidos y nombre Afiliación 
Álamo Cerrillo, Raquel Profesora Contratada Doctor, Departamento Economía Política y 
Hacienda Pública, Estadística Económica y Empresarial y Política 
Económica, Universidad de Castilla-La Mancha 
Bokobo Moiche, María Susana Profesora Titular de Universidad, Área de Derecho Financiero y 
Tributario, Universidad Autónoma de Madrid 
Bosch i Roca, Nuria Catedrática de Universidad, Departamento de Economía, 
Universidad Autónoma de Barcelona 
Cámara Barroso, Carmen Profesora de derecho financiero y tributario, Universidad a 
distancia de Madrid (Udima) y Centro de Estudios Financieros 
(CEF) 
Cruz Padial, Ignacio Profesor Titular de Universidad, Área de Derecho Financiero y 
Tributario, Universidad de Málaga 
Gago Rodríguez, Alberto Catedrático de Universidad, Departamento de Economía Aplicada, 
Universidad de Vigo 
Guervós Maíllo, María Ángeles Profesora Titular de Universidad, Área de Derecho Administrativo, 
Financiero y Procesal, Universidad de Salamanca 
Labandeira Villot, Xabier Catedrático de Universidad, Departamento de Economía Aplicada, 
Universidad de Vigo 
Magadán Díaz, Marta Profesora Contratada Doctor, Universidad Internacional de La 
Rioja (UNIR) 
Ortiz Calle, Enrique Catedrático de Universidad, Área de Derecho Financiero y 
Tributario, Universidad Carlos III de Madrid 
Puig Ventosa, Ignasi Institut de Ciéncia i Tecnologia Ambientals, Universidad 
Autónoma de Barcelona 
Rodríguez Méndez, Miguel Profesor Titular de Universidad, Departamento de Economía 
Aplicada, Universidad de Vigo 
Ruiz García, Ernest Vice interventor General de la Diputación de Girona 
Sánchez Galiana, Carlos María Profesor Titular de Universidad, Área de Derecho Financiero y 
Tributario, Universidad de Jaén 
Sanz Díaz-Palacios, José Alberto Profesor Titular de Universidad, Área de Derecho Financiero y 




ENCUESTA ACERCA DE LA DISPOSICIÓN A PAGAR DE LA DEMANDA TURÍSTICA ANTE EL ESTABLECIMIENTO DE 
FIGURAS TRIBUTARIAS Y/O PRECIOS PÚBLICOS LIGADOS A LA ACTIVIDAD TURÍSTICA 
 
TODA LA INFORMACIÓN CONTENIDA EN LA SIGUIENTE ENTREVISTA SERÁ TRATADA CON TOTAL 
CONFIDENCIALIDAD, NO SE EMPLEARÁ EN NINGÚN MOMENTO NI SU NOMBRE NI EL DE SU 
EMPRESA, HACIENDO USO DE LA INFORMACIÓN UNICAMENTE DE FORMA AGREGADA. 
 
I. Datos del encuestado                               
Sexo: □ Hombre     □ Mujer       
Edad: □menor de 18   □18 a 24   □25 a 34   □35 a 44 □45 a 54   □55 a 64   □ mayor de 65   □N/C 
Nivel de estudios: □ Sin estudios   □ Primarios   □ Secundaria   □ Superiores   □ N/C                           
Acompañantes: □ Familia   □ Amigos   □ Solo   □ N/C                           
Duración de la estancia (número de días): □ 1 a 3 días   □ 4 a 6 días   □ 7 o más días   
Presupuesto total por persona y día para este viaje (si el encuestado no conoce la cantidad exacta, 
dar una cifra aproximada): _______€ 
Propósito del viaje: □ Litoral - Sol/Playa □ Interior □ Cultural □ Familiar  □ Golf  □ Salud-Bienestar □ 
Reuniones/Congresos □ Náutico – Puerto deportivos □ Crucero  □ Naturaleza             □ Enogastronómico   
□ Idiomas □ Nieve □N/C 
Lugar de realización de la entrevista:         
Frecuencia de visita: □ Primera vez   □ Segunda vez   □ 3 o más veces   □ N/C                           
Tipo de alojamiento: □ Alojamiento hotelero □ Camping □ Albergue □ Apart. Turístico  □ Otros □N/C 
Lugar de procedencia:   
□ España (especifique provincia): ____________            □ Extranjero (especifique país): ____________   
□N/C 
Actividad profesional: □ Agricultura/ganadería/pesca   □ Industria   □ Construcción   □ Admón. 
Pública/Empresa Pública   □ Servicios no turísticos   □ Servicios turísticos   □ Estudiante                 □ 
Jubilado □ Labores de casa □ Sin empleo   □ Otros (especificar):_______   □ N/C         
Categoría profesional: □ Asalariado (empleado)  □ Asalariado (mando intermedio)      □ Asalariado (alto 
ejecutivo)   □ Empresario   □ Otros   □ N/C          
Ingresos netos anuales: □ Menos de 12.000€    □ 12.001 € a 15.000 €     □ 15.001 € a 20.000 €   □ 20.001 € 
a 25.000 €      □ 25.001 € a 30.000 €   □ 30.001 € a 35.000 €   □ 35.001 € a 40.000 €   □ 40.001 € a 50.000 €   
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II. Turismo y fiscalidad turística 
1. ¿Considera que podría mejorarse la experiencia turística que usted está disfrutando/va a disfrutar? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
2. SI RESPONDIÓ 1, 2, 3 o 4 EN LA PREGUNTA ANTERIOR (1) PASAR A LA PREGUNTA 3, SI 
RESPONDIÓ 5, 6 o 7 EN LA PREGUNTA ANTERIOR (1). ¿De las siguientes opciones que se le muestran 
a continuación, a través de cuál/es podría mejorarse la experiencia turística? 
        Infraestructura general (transporte público, seguridad, limpieza, congestión, tráfico, etc.) 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
         Infraestructura turística (conservación y mantenimiento de atracciones turísticas, edificios emblemáticos, medio 
ambiente, etc.) 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
        Servicios turísticos (oferta cultural y de ocio, alojamiento turístico, servicios de información al turista, conexión 
a internet, etc.) 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
        Bienestar de la población (seguridad, limpieza, recogida de residuos, provisión de servicios públicos, etc.) 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
       Otras (especifique cuál): 
3. Si con el objetivo de mejorar la experiencia turística que va a disfrutar, en el destino dónde usted pasará sus 
vacaciones, se estableciera la obligación de que el turista pague una cantidad adicional por la realización de 
ciertas actividades (alojamiento, entrada a museos, monumentos, parques naturales, etc.), y sin que ello cambie 
su decisión de viajar al destino elegido. ¿Qué cantidad máxima diaria estaría dispuesto a pagar? 
Cantidad máxima diaria en euros: ______€ 
□ No estaría dispuesto a pagar nada       
□ NS/NC                     
4. ¿Cómo reaccionaría Ud. si se estableciera un impuesto que pagaran todos los turistas, nacionales y extranjeros, 
y cuya recaudación fuera destinada a proyectos de mejora de la experiencia turística de este destino? (SEÑALAR 
UNA ÚNICA RESPUESTA) 
  
Motivos  
Dejaré de pasar mis vacaciones en este destino y me buscaré otro lugar donde no haya que pagar  
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Lo pagaré, siempre que tenga la seguridad de que realmente se va a dedicar a mejorar la experiencia 
turística en el destino 
 
No lo pagaré. Un impuesto sólo servirá para aumentar la recaudación del Ayuntamiento, el cual 
gastará el dinero como quiera y el destino seguirá estando igual 
 
Pagaré el impuesto, pero encarecerá este destino y vendrá menos gente, convirtiéndose en un 
destino más selecto 
 
Tengo aquí mi segunda residencia, si sólo lo pagan los turistas me parece perfecto, porque así 
dejarán de venir y estaremos más tranquilos 
 
Me falta información para decidir  
5. ¿Estaría usted dispuesto a pagar una cantidad adicional, tanto por mejorar su experiencia turística (más y mejores 
infraestructuras, servicios públicos y turísticos), minimizar los impactos negativos de la actividad turística 
(generación de residuos, contaminación, congestión en lugares de interés turístico, saturación en determinados 
servicios, degradación medioambiental, patrimonial y arquitectónica, etc.) y ampliar la oferta cultural y artística? 
    □ Sí     □ No     □ No sabe/No contesta        
6. SI RESPONDIÓ NEGATIVAMENTE EN LA PREGUNTA ANTERIOR (5) RESPECTO AL PAGO DE 




Prefiero destinar mi dinero a otros fines  
No creo en qué el dinero recaudado vaya destinado a dicho fin, al final todo seguirá igual  
Me gustaría, pero en este momento no puedo permitírmelo  
Yo ya contribuyo con mis impuestos, debe ser el Gobierno el que financie estos gastos  
Son las empresas las que más se benefician de la actividad turística, deberían ser ellas las 
que deberían contribuir a mejorar la experiencia turística 
 
Me falta información para decidir al respecto  
7. SI RESPONDIÓ AFIRMATIVAMENTE EN LA PREGUNTA (5) RESPECTO AL PAGO DE UNA 
CANTIDAD ADICIONAL. Indique, de las siguientes figuras tributarias/precios públicos, que le mostramos, 
¿Cuál/es estaría dispuesto a pagar? y ¿en qué cuantía sobre su presupuesto diario?  
Figura tributaria/precio público 
Disposición a pagar 
(Sí/No) 
Euros sobre su presupuesto diario 
(en caso de respuesta afirmativa) 
Impuesto sobre estancias turísticas   
Impuesto de senderismo y 
montañismo 
  
Impuesto sobre atracciones 
turísticas 
  
Impuesto sobre el juego   
Impuesto sobre apuestas   
Tickets de visita en las principales 
atracciones turísticas 
  
Cargo de entrada a monumentos y 
parques nacionales 
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Precio público entrada a museos   
Impuestos por pernoctación en 
alojamientos P2P 
  
Precio público entrada a parques 
naturales/nacionales 
  
Alquiler de vehículos   
Precio público entrada a teatros y 
espectáculos 
  
Impuesto de entrada a municipio 
catalogado como turístico 
  
Tasa de conservación 
medioambiental en municipios 
cuya actividad principal es el eco-
turismo 
  
Precio público entrada a recursos 
turísticos públicos (bienes 























ANEXO 4.  
ENCUESTA ACERCA DE LA DISPOSICIÓN A PAGAR DE LA OFERTA TURÍSTICA ANTE EL ESTABLECIMIENTO DE 
INSTRUMENTOS FISCALES LIGADOS A LA ACTIVIDAD TURÍSTICA 
 
TODA LA INFORMACIÓN CONTENIDA EN LA SIGUIENTE ENTREVISTA SERÁ TRATADA CON TOTAL 
CONFIDENCIALIDAD, NO SE EMPLEARÁ EN NINGÚN MOMENTO NI SU NOMBRE NI EL DE SU 
EMPRESA, HACIENDO USO DE LA INFORMACIÓN UNICAMENTE DE FORMA AGREGADA. 
 
I. Caracterización de la muestra:                            
Lugar dónde está ubicada la empresa:                                               Fecha de la entrevista:    
Razón social:                                                                                           Sector de actividad: Turismo 
Tipo de actividad: □Agencias de viajes   □Alojamiento   □ Alojamiento rural   □Apartamentos □Camping   
□Empresa de turismo activo, ocio y actividades de aventura  
Tamaño de la empresa (nº de empleados): □Autoempleo/sin asalariados   □ 1-9  □ 10-49   □50-249 □ ≥250 
empleados 
Nombre y apellidos del entrevistado: 
Puesto desempeñado en la empresa: 
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II. Turismo, competitividad e inversión 
1. ¿Considera que, tanto los costes de mantenimiento y conservación de infraestructuras como los gastos derivados 
de la provisión de servicios públicos son mayores debido a la actividad turística? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
2. ¿Considera que, en determinadas ocasiones, la actividad turística genera impactos negativos en el destino 
turístico? Tales como generación de residuos, contaminación, congestión en lugares de interés turístico, 
vandalismo, saturación en determinados servicios, degradación medioambiental, patrimonial y arquitectónica, 
etc. 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
3. ¿Considera qué, para mejorar la competitividad del destino, se deberían mejorar las infraestructuras y servicios 
existentes? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
4. ¿De las siguientes opciones que se le muestran a continuación, a través de cuál/es podría mejorarse la experiencia 
turística? 
Infraestructura general (transporte público, seguridad, limpieza, congestión, tráfico, etc.) 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
Infraestructura turística (conservación y mantenimiento de atracciones turísticas, edificios emblemáticos, medio 
ambiente, etc.) 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
Servicios turísticos (oferta cultural y de ocio, alojamiento turístico, servicios de información al turista, conexión 
a internet, etc.) 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
Bienestar de la población (seguridad, limpieza, recogida de residuos, provisión de servicios públicos, etc.) 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 





5. ¿Considera que, disponer de más y mejores infraestructuras y servicios atraerían a un mayor número de 
visitantes? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
 
III. Sector privado y fiscalidad turística 
6. Sin que ello implique la pérdida de competitividad de las empresas andaluzas, y si la totalidad de lo recaudado 
fuera destinado a mejorar la sostenibilidad y posición competitiva de nuestra región (más y mejores 
infraestructuras, servicios públicos y turísticos, labores de promoción turística), minimizar los impactos 
negativos de la actividad turística (generación de residuos, contaminación, congestión en lugares de interés 
turístico, saturación en determinados servicios, degradación medioambiental, patrimonial y arquitectónica, etc.) 
y ampliar la oferta cultural y artística. ¿Cuál/cuáles de los siguientes instrumentos fiscales considera que las 
empresas turísticas andaluzas deberían hacer frente y en qué porcentaje sobre la facturación anual? 
Figura tributaria/precio público 
Disposición a pagar 
(Sí/No) 
Porcentaje sobre facturación anual 
(en caso de respuesta afirmativa) 
Impuesto pernoctación en 
alojamientos P2P 
  
Impuesto sobre basuras a empresas 
turísticas 
  
Cargo por uso de instalaciones   
Impuesto de embarque marítimo 
de pasajeros en áreas naturales 
protegidas 
  
Impuesto sobre actividades en 
áreas protegidas 
  
Tasa de conservación 
medioambiental en municipios 
cuya actividad principal es el eco-
turismo 
  




IV. Imagen global del turismo 
7. ¿Considera el turismo una actividad básica para la economía de la zona? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
8. ¿Considera que se deberían seguir realizando inversiones, así como ofertar más y mejores servicios turísticos, 
para incrementar el número de turistas que visitan la zona? 
(1=totalmente en desacuerdo; 7=totalmente de 
acuerdo) 
1 2 3 4 5 6 7 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
